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Appendix 1: Ethical 
Fashion Brand Scores

& Other Stories H&M 56

2XU 2XU 0 *

206 Collective Amazon 11 *

28 Palms Amazon 11 *

7Goals Amazon 11 *

A for Awesome Amazon 11 *

Abercrombie & Fitch Abercrombie & Fitch 23 *

Abercrombie Kids Abercrombie & Fitch 23 *

Abrand Jeans ThreeByOne 34

Active Intent The Warehouse Group 20 *

Active Steps WM Ritchie 2 *

Adidas Adidas 58

Aere The Iconic 29 *

Afound H&M 56

Agenda David Jones 42 

AHG Myer 24

Alan Pinkus WM Ritchie 2 *

Aldi ALDI Stores 43 

Alice in the Eve General Pants Group 31

Allbirds Allbirds 27 *

Ally Fashion Ally Fashion 7

Alpha Accent Group 16

Alstyle Gildan Activewear 54

Alta Linea David Jones 42 

Alternative Apparel Hanesbrands 58

Altra VF Corp 54

Amazon Basics Amazon 11 *

Amazon Essentials Amazon 11 *

Amber Rose Mosaic Group 30

Amco The Warehouse Group 20 *

American Apparel Gildan Activewear 54

Anaconda Spotlight Group 1 *

An’D The Warehouse Group 20 *

Anvil by Gildan Gildan Activewear 54

Arabella Amazon 11 *

Arket H&M 56

ARROW PVH Corp 43

Artengo Decathlon 32 *

Arthur Harvey Amazon 11 *

Article One Accent Group 16

Arvust General Pants Group 31

AS Colour AS COLOUR 66

ASICS ASICS 31

ASOS 4505 ASOS 41 

ASOS collabs ASOS 41 

ASOS DESIGN ASOS 41 

ASOS EDITION ASOS 41 

ASOS MADE IN KENYA ASOS 41 

ASOS WHITE ASOS 41

Athleta Gap INC 46 *

Atmos&Here The Iconic 29 *

Aurike Amazon 11 *

Autograph Mosaic Group 30

Avenue City Chic Collective 34 

Baby Baby Best & Less 33

Baby Berry Best & Less 33

Back Country The Warehouse Group 20 *

Bad Boy Best & Less 33

Bali Hanesbrands 58

Banana Republic Gap INC 46 *

Bardot Bardot Pty Ltd 1 *

Bardot Junior Bardot Pty Ltd 1 *

Barely Basics ALDI Stores 43 

Barely Essentials ALDI Stores 43 

Barkers Barkers Clothing 34 *

Basics Brand The Warehouse Group 20 *

Basics Maternity The Warehouse Group 20 *

Basque Myer 24

Bates Workwear Group 39 

Bdcoco Amazon 11 *

Beach Works The Warehouse Group 20 *

Beare & Ley Lowes 9

Beme Mosaic Group 30

Berghaus Pentland Brands 41 

BRAND COMPANY SCORE

T O P 2 0 %B O T T O M  2 0 %

F I N A L  S C O R E  T O TA L S  O U T  O F  1 0 0
S C O R E S  H AV E  B E E N  R O U N D E D

* Depicts companies assessed on public information only.
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Berlei Hanesbrands 58

Bershka Inditex 60

Best & Less Best & Less 33

Beyond Her Accent Group 16

Big W Big W 34

Billabong Boardriders 5 *

Birkenstock Birkenstock 7 *

Bisley Workwear Bisley 8 *

Black Pepper The PAS Group Limited 20

Blacknoise/Whiterain General Pants Group 31

Blaq Myer 24

Blue Denim Co The Warehouse Group 20 *

Blue Illusion Blue Illusion 8 *

Blundstone Blundstone 18 *

Boden Boden 38

Bogs Weyco Group 7 *

Bonds Hanesbrands 58

Bonds Explorer Hanesbrands 58

boohoo Boohoo 24

boohooMAN Boohoo 24

Boss Hugo Boss Group 51

Bras N Things Hanesbrands 58

Breakers Best & Less 33

Burton Boohoo 24

Buttoned Down Amazon 11 *

Cable Stitch Amazon 11 *

Calvin Klein PVH Corp 43 

Canterbury of  
New Zealand Pentland Brands 41 

Capture Ezibuy 24

Cat Footwear Wolverine Worldwide 14 *

Ceres Life Cotton On Group 42 

Chaco Wolverine Worldwide 14 *

Champion Hanesbrands 58

Chloe & Lola Myer 24

Cinori Munro Footwear Group 18

City Beach City Beach 3 *

City Chic City Chic Collective 34 

Clarks Brand Collective 
(Footwear)

22

coast Boohoo 24

Coastal Blue Amazon 11 *

Cobra Golf Puma 58

Collusion ASOS 41 

Colorado Munro Footwear Group 18

Comfort Colors Gildan Activewear 54

Comfort Denim 
Outfitters Amazon 11 *

Common District Amazon 11 *

Common Need Universal Store 21

Commonry Brandbank 21

Connor Retail Apparel Group 35

Converse Nike 50

CORE 10 Amazon 11 *

COS H&M 56

Cotton On Cotton On Group 42 

Cotton On Body Cotton On Group 42 

Cotton On Kids Cotton On Group 42 

Cougars Lowes 9

Country Road Country Road Group 53

Crane Performance ALDI Stores 43 

Crane Snow ALDI Stores 43 

Crooked Tongues ASOS 41 

Crossroads Mosaic Group 30

Cue Cue Clothing Co. 29

Culture Kings Culture Kings 5 *

Daily Ritual Amazon 11 *

Dangerfield Factory X 36 

David Jones David Jones 42 

David Jones Classic 
Collection David Jones 42 

David Jones Junior David Jones 42 

Dazie The Iconic 29 *

DC Shoes Boardriders 5 *

Debenhams Boohoo 24

Debut The Warehouse Group 20 *

Decjuba Decjuba 16 *

Decjuba Girls Decjuba 16 *

Denim Bloom Amazon 11 *

DENIZEN from Levi’s Levi Strauss and Co 39 *

Deuce Overland 13

Diana Ferrari Munro Footwear Group 18

Django & Juliette Munro Footwear Group 18

D-Luxe Decjuba 16 *

Dockers Levi Strauss and Co 39 *

Don’t Ask Amanda General Pants Group 31

Dorothy Perkins Boohoo 24

Dotti Just Group 27

Double Oak Mills The Iconic 29 *

Eastpak VF Corp 54

Easy Steps WM Ritchie 2 *

Edited Best & Less 33

* Depicts companies assessed on public information only.

T O P 2 0 %B O T T O M  2 0 %

FINAL SCORE TOTALS OUT OF 100 
SCORES HAVE BEEN ROUNDED
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Edited Body Best & Less 33

Edited Plus Best & Less 33

Element Boardriders 5 *

Elite Best & Less 33

Elka Collective Brand Collective 
(Apparel)

12

Ell&Voo Rebel Sport 13 *

Ella Moon Amazon 11 *

ellesse Pentland Brands 41 

ELWD Brand Collective 
(Apparel)

12

Elwood Brand Collective 
(Apparel)

12

Emerge Ezibuy 24

Emma Riley Amazon 11 *

Endless The Iconic 29 *

Endura Pentland Brands 41 

Essentialist Amazon 11 *

Euro Edit Ezibuy 24

European Collection Ezibuy 24

Evans City Chic Collective 34 

Everlast The PAS Group Limited 20

Exie Accent Group 16

Extreme Crane ALDI Stores 43 

Ezibuy Ezibuy 24

Factorie Cotton On Group 42 

Farmers Farmers 2 *

Favourites Best & Less 33

Find. Amazon 11 *

First Mśe Accent Group 16

Florsheim Weyco Group 7 *

Forclaz Decathlon 32 *

Forever 21 F21 OpCo LLC 3 *

Forever New Forever New 52

Franklin Tailored Amazon 11 *

French Connection Brandbank 21

Fruit of the Loom Fruit of the Loom 34

FXD Globe International 
Limited

10

Gamins Munro Footwear Group 18

Gap Gap INC 46 *

Garage The Warehouse Group 20 *

Gear for Sports Hanesbrands 58

General Pants Group General Pants Group 31

Geoffrey Beene PVH Corp 43 

Gildan Gildan Activewear 54

Gildan Hammer Gildan Activewear 54

Gilly Hicks Abercrombie & Fitch 23 *

Ginger Tree Voyager Distributing Co 4 *

Glassons Hallenstein Glasson 
Holdings

56

Globe Globe International 
Limited

10

Gold Toe Gildan Activewear 54

Good Brief Amazon 11 *

Goodsport Amazon 11 *

Goodthreads Amazon 11 *

Gorman Factory X 36 

GP Co Basics General Pants Group 31

GP Tees General Pants Group 31

Grace Hill Ezibuy 24

Grosby Brand Collective 
(Footwear)

22

GTM Hanesbrands 58

H&H The Warehouse Group 20 *

H&M H&M 56

H&M Home H&M 56

Hale Amazon 11 *

Hallenstein Brothers Hallenstein Glasson 
Holdings

56

Hanes Hanesbrands 58

Hannahs Ngahuia Group 0 *

Hard Yakka Workwear Group 39 

Harley-Davidson 
Footwear Wolverine Worldwide 14 *

Harris Scarfe Spotlight Group 1 *

Haven Outerwear Amazon 11 *

Hayden Rose Amazon 11 *

Heart and Dagger ASOS 41 

Heine Ezibuy 24

Hem & Seam Amazon 11 *

Henleys Accent Group 16

Heritage Myer 24

Hestia Hanesbrands 58

Higgledee ALDI Stores 43 

Higgledee Baby ALDI Stores 43 

Hill City Gap INC 46 *

Hollister Co. Abercrombie & Fitch 23 *

House & Shields Amazon 11 *

Hugo Hugo Boss Group 51

Huntley & Sons Lowes 9

Hush Puppies Brand Collective 
(Footwear)

22

HyTest Wolverine Worldwide 14 *

* Depicts companies assessed on public information only.

T O P 2 0 %B O T T O M  2 0 %

FINAL SCORE TOTALS OUT OF 100 
SCORES HAVE BEEN ROUNDED
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I Love Billy Munro Footwear Group 18

Icebreaker VF Corp 54

Indie kids Industrie 7 *

Indigo Society Amazon 11 *

Industrie Industrie 7 *

Inkast Denim Amazon 11 *

INOC ALDI Stores 43 

Insight General Pants Group 31

Intermix Gap INC 46 *

Intrepid The Warehouse Group 20 *

Iris & Lily Amazon 11 *

Isle Bay Linens Amazon 11 *

Isobar Ezibuy 24

Isobelle Best & Less 33

ITNO Accent Group 16

IZOD PVH Corp 43 

Jacqui E Just Group 27

Jag APG & Co 46 

James & Erin Amazon 11 *

Jane Debster WM Ritchie 2 *

Janie and Jack Gap INC 46 *

Jansport VF Corp 54

Jay Jays Just Group 27

Jeanswest Jeanswest 5 *

JMS Hanesbrands 58

Jockey (Australia  
and NZ) Hanesbrands 58

John Bull Blundstone 18 *

Johnny Bigg Retail Apparel Group 35

Jordan Nike 50

Julius Marlow Brand Collective 
(Footwear)

22

Jump Voyager Distributing Co 4 *

Just Jeans Just Group 27

Kachel Voyager Distributing Co 4 *

Kangaroos Pentland Brands 41 

Karen Millen Boohoo 24

Kate Madison The Warehouse Group 20 *

Kathmandu Kathmandu 55

Katies Mosaic Group 30

Kayser Hanesbrands 58

Keds Wolverine Worldwide 14 *

Kid Nation Amazon 11 *

KingGee Workwear Group 39 

Kipling VF Corp 54

Kipsta Decathlon 32 *

Kmart Kmart and Target 
Australia

56

Kold Feet Amazon 11 *

Kookai Kookai 27

Ksubi General Pants Group 31

Kushyfoot Gildan Activewear 54

L&T Universal Store 21

Label/Mix Next 43 

Lacoste Lacoste 44

Lark & Ro Amazon 11 *

LAUREN Ralph Lauren 40 

Leather Architect Amazon 11 *

Levi’s Levi Strauss and Co 39 *

Lily and Dan ALDI Stores 43 

Lily Parker Amazon 11 *

Lipsy Next 43 

Liz Jordan Mosaic Group 30

Locale The Iconic 29 *

Lonsdale The PAS Group Limited 20

Lorna Jane Lorna Jane 20

Lowes Lowes 9

Luck & Trouble Universal Store 21

Lulu & Rose Accent Group 16

Lululemon Athletica Lululemon Athletica 56

L’URV Factory X 36 

Macpac Macpac 52

Made In. ASOS 41 

MAE Amazon 11 *

Maggie T Mosaic Group 30

Maidenform Hanesbrands 58

Mango Best & Less 33

Mantaray Best & Less 33

Marco Polo The PAS Group Limited 20

Mariella Bella Amazon 11 *

Marks & Spencer Marks & Spencer 46 *

Massimo Dutti Inditex 60

Match The Warehouse Group 20 *

Mathers Munro Footwear Group 18

Max Max Fashions 23 *

Maya The Warehouse Group 20 *

McKenzie JD Sports 40 

MediPeds Gildan Activewear 54

Meraki Amazon 11 *

Merchant 1948 Overland 13

* Depicts companies assessed on public information only.

T O P 2 0 %B O T T O M  2 0 %

FINAL SCORE TOTALS OUT OF 100 
SCORES HAVE BEEN ROUNDED
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Merrell Wolverine Worldwide 14 *

Mi Piaci Overland 13

Mia Lucce Ezibuy 24

Midas Munro Footwear Group 18

Mighty Good Basics Mighty Good Basics 86

Mika Muse The Iconic 29 *

Milana David Jones 42 

Milea Seafolly 28

Milkshake Myer 24

Millers Mosaic Group 30

MIMCO Country Road Group 53

Mindful Dept. Accent Group 16

Mint Lilac Amazon 11 *

Mirrou Fast Future Brands 2 *

Miss Mango Best & Less 33

Miss Shop Myer 24

MissPap Boohoo 24

Mitre Pentland Brands 41 

Mollini Munro Footwear Group 18

Monki H&M 56

Mooks The PAS Group Limited 20

Moon & Back Amazon 11 *

Mossimo Brand Collective 
(Apparel)

12

Mountain Designs Spotlight Group 1 *

Mountfords Munro Footwear Group 18

Myer Myer 24

Myx Store Amazon 11 *

Nabaiji Decathlon 32 *

Napapiriji VF Corp 54

Nasty Gal Boohoo 24

Navigator South The Warehouse Group 20 *

Neon Hart General Pants Group 31

Neovision Universal Store 21

Neuw Denim ThreeByOne 34

New Balance New Balance 52

Next Next 43 

Nike Nike 50

Nina WM Ritchie 2 *

Nine West Nine West 0 *

NNT Uniforms Workwear Group 39 

Noak ASOS 41 

Nobody Denim Nobody Denim 48

Noni B Mosaic Group 30

Novo Shoes Novo Shoes Pty Ltd 0 *

Nude Lucy Accent Group 16

Nudie Jeans Co Nudie Jeans Co 57

Number One Shoes Ngahuia Group 0 *

Nunn Bush Weyco Group 7 *

Oasis Boohoo 24

Ocean Blues Amazon 11 *

Old Navy Gap INC 46 *

Olga PVH Corp 43 

Onitsuka Tiger ASICS 31

Organic Baby  
by David Jones David Jones 42 

Oroton Oroton Group 27

Oxelo Decathlon 32 *

Oxford Oxford 22

Oysho Inditex 60

P.E. Nation Hot Springs 32

Painted Heart Amazon 11 *

Papillio Birkenstock 7 *

Paris Sunday Amazon 11 *

Patagonia Patagonia 68

Peak Velocity Amazon 11 *

Peds Gildan Activewear 54

Perfect Stranger Universal Store 21

Peter Alexander Just Group 27

Pickaberry The Warehouse Group 20 *

Ping Pong Voyager Distributing Co 4 *

PINK Victoria's Secret & Co 38 

Pink Inc WM Ritchie 2 *

Pink Soda Sports JD Sports 40 

Piper Myer 24

Platinum Hanesbrands 58

Playtex Hanesbrands 58

Politix Country Road Group 53

POLO Ralph Lauren 40 

Portmans Just Group 27

Postie Postie 40 

PrettyLittleThing Boohoo 24

Prim + Preux Gildan Activewear 54

Princess Highway Factory X 36 

Princess Polly Princess Polly 48 

Pull&Bear Inditex 60

Puma Puma 58

Pyra Culture Kings 5 *

Quality Durables Co. Amazon 11 *

Quechua Decathlon 32 *

* Depicts companies assessed on public information only.

T O P 2 0 %B O T T O M  2 0 %

FINAL SCORE TOTALS OUT OF 100 
SCORES HAVE BEEN ROUNDED
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Quiksilver Boardriders 5 *

R.M. Williams R.M. Williams 33

Rafters Weyco Group 7 *

Ralph Lauren Ralph Lauren 40 

Ravella WM Ritchie 2 *

Razzamatazz Hanesbrands 58

Rebecca Vallance Hot Springs 32

Reclaimed Vintage ASOS 41 

Red or Dead Pentland Brands 41 

Regatta Myer 24

Reserve Myer 24

Review The PAS Group Limited 20

Rio Hanesbrands 58

Rip Curl Rip Curl 52

Rivers Mosaic Group 30

Rivet The Warehouse Group 20 *

RLX Ralph Lauren 40 

Robert Huntley Lowes 9

Rockmans Mosaic Group 30

Rockrider Decathlon 32 *

Rockwear Retail Apparel Group 35 

Rodd & Gunn Rodd & Gunn 58

Roler Industrie 7 *

Rolla’s Jeans ThreeByOne 34

Roxy Boardriders 5 *

Rubi Cotton On Group 42 

Rugged Mile Denim Amazon 11 *

Russell Athletic Fruit of the Loom 34

RVCA Boardriders 5 *

SABA APG & Co 46 

Salty Crew Globe International 
Limited

10

Sandler WM Ritchie 2 *

Sara Ezibuy 24

Saucony Wolverine Worldwide 14 *

Schooltex The Warehouse Group 20 *

Scout & Ro. Amazon 11 *

Seafolly Seafolly 28

SeaVees Pentland Brands 41 

Secret Gildan Activewear 54

Secret Silky Gildan Activewear 54

Seed Heritage Brandbank 21

Serra ALDI Stores 43 

Sheer Relief Hanesbrands 58

Sheike Sheike 0 *

Shein Shein 4 *

Sheridan Hanesbrands 58

Shoes & Sox Brand Collective 
(Footwear)

22

Showpo Showpo 22

Signature by Levi 
Strauss & Co. Levi Strauss and Co 39 *

Signature Society Amazon 11 *

Silent D Munro Footwear Group 18

Silks Gildan Activewear 54

Simple Joys by Carter’s Amazon 11 *

Slazenger The PAS Group Limited 20

Smartwool VF Corp 54

Social Graces Amazon 11 *

Society New York Amazon 11 *

Soft Style Wolverine Worldwide 14 *

Soho Myer 24

Something For  
Everyone Amazon 11 *

Sonneti JD Sports 40 

Southcape Ezibuy 24

Spalding Fruit of the Loom 34

Speedo Pentland Brands 41 

Sperry Wolverine Worldwide 14 *

Sportscraft APG & Co 46 

Sportsgirl Sussan Group 23

Spotted Zebra Amazon 11 *

Sprout Myer 24

Spurr The Iconic 29 *

St Swim The Iconic 29 *

Stacy Adams Weyco Group 7 *

Standard General Pants Group 31

Staple Superior The Iconic 29 *

Status JD Sports 40 

Stocking Fox Amazon 11 *

Stradivarius Inditex 60

Stride Rite Children’s 
Group Wolverine Worldwide 14 *

Style Tread Munro Footwear Group 18

Stylerunner The Label Accent Group 16

Styling Services Munro Footwear Group 18

Subtitled General Pants Group 31

Suite Alice Amazon 11 *

Supersoft by Diana 
Ferrari Munro Footwear Group 18

Supply ASOS 41 

* Depicts companies assessed on public information only.

T O P 2 0 %B O T T O M  2 0 %

FINAL SCORE TOTALS OUT OF 100 
SCORES HAVE BEEN ROUNDED
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Supply & Demand JD Sports 40 

Supre Cotton On Group 42 

Sussan Sussan Group 23

Suzanne Grae Sussan Group 23

Symbol Amazon 11 *

Table Eight Mosaic Group 30

Target Kmart and Target 
Australia

56

Tarocash Retail Apparel Group 35 

Technicals JD Sports 40 

TEMT Fast Future Brands 2 *

The Fix Amazon 11 *

The North Face VF Corp 54

The Warehouse The Warehouse Group 20 *

Therapy Plus Gildan Activewear 54

Tilt Best & Less 33

Tilt Surf Best & Less 33

Timberland VF Corp 54

TK Maxx TJX Australia 8 *

Token Universal Store 21

Tokito Myer 24

Tommy Hilfiger PVH Corp 43 

TOMS Toms 15 *

Top End Munro Footwear Group 18

Torque ALDI Stores 43 

Totally Workwear Workwear Group 39 

Traders Workwear Lowes 9

Trenery Country Road Group 53

Trent Nathan Myer 24

Triban Decathlon 32 *

True & Co. PVH Corp 43 

True Angel Amazon 11 *

TS14+ Vestito (TS14+) 5 *

Typo Cotton On Group 42 

Umi Weyco Group 7 *

Under Armour Under Armour 23 *

UNIQLO UNIQLO 43 

Urban Ezibuy 24

Urban Equip The Warehouse Group 20 *

Üterque Inditex 60

Valleygirl Fast Future Brands 2 *

Van Heusen PVH Corp 43 

Vanity Fair Fruit of the Loom 34

VANS VF Corp 54

Venture Brands ASOS 41 

Veronika Maine Cue Clothing Co. 29

Victoria’s Secret Victoria's Secret & Co 38 

Volley Brand Collective 
(Footwear)

22

Von Zipper Boardriders 5 *

Voodoo Hanesbrands 58

Vue Myer 24

W. Lane Mosaic Group 30

Wallis Boohoo 24

Warehouse Boohoo 24

Warner’s PVH Corp 43 

Warrior New Balance 52

Weekday H&M 56

West Bay ALDI Stores 43 

Wide Steps WM Ritchie 2 *

Wild Meadow Amazon 11 *

Williams Munro Footwear Group 18

Windsor Smith Windsor Smith 0 *

Witchery Country Road Group 53

Wittner Wittner 18

Wolverine Wolverine Worldwide 14 *

Wonderbra Hanesbrands 58

Wood Paper Company Amazon 11 *

Workzone ALDI Stores 43 

Yarra Trail The PAS Group Limited 20

yd. Retail Apparel Group 35 

You + All Ally Fashion 7

Zara Inditex 60

Zara Home Inditex 60

Ziera Munro Footwear Group 18

Zimmermann Zimmermann 38 

* Depicts companies assessed on public information only.

T O P 2 0 %B O T T O M  2 0 %

FINAL SCORE TOTALS OUT OF 100 
SCORES HAVE BEEN ROUNDED
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Appendix 2. Ethical 
Fashion Survey Data

2XU 0 0 No No No No

Abercrombie & Fitch 23 3 Partial Partial Partial No

Accent Group 16 4 Partial Partial Yes Yes

Adidas 58 6 Yes Partial Yes Yes

ALDI Stores 43 4 Partial Partial Yes Yes

Allbirds 27 5 Yes No Yes Partial

Ally Fashion 7 3 Partial No Partial Partial

Amazon 11 3 Partial Partial Partial Partial

APG & Co 46 6 Yes Partial Yes Yes

AS COLOUR 66 6 Yes Yes Yes Yes

ASICS 31 6 Yes Partial Yes Yes

ASOS 41 5 Yes Partial Partial Yes

Bardot Pty Ltd 1 0 No No No No

Barkers Clothing 34 6 Yes Yes Yes Partial

Best & Less 33 4 Partial Partial Yes Yes

Big W 34 6 Yes Partial Yes Yes

A. Policies & Governance

CO
M

PA
NY

FI
NA

L S
CO

RE

PO
LI

CI
ES

 &
 G

OV
ER

NA
NC

E 
– 

SC
OR

E 
OU

T 
OF

 6

1. 
CO

DE
 O

F 
CO

ND
UC

T: 
C

om
pa

ny
 h

as
 a

 
co

de
 o

f c
on

du
ct

 
th

at
 re

qu
ire

s 
re

sp
ec

t f
or

 la
bo

ur
 

rig
ht

s 
at

 e
ve

ry
 ti

er
 

of
 it

s 
su

pp
ly

 c
ha

in
.

2.
 A

CC
OU

NT
AB

IL
IT

Y:
C

om
pa

ny
 id

en
tif

ie
s 

cl
ea

r p
oi

nt
s 

of
 

ac
co

un
ta

bi
lit

y 
fo

r 
hu

m
an

 ri
gh

ts
 a

nd
 

en
vi

ro
nm

en
ta

l 
su

st
ai

na
bi

lit
y 

at
 

th
e 

m
an

ag
em

en
t 

an
d 

bo
ar

d 
le

ve
l. 

1.1
 D

oe
s 

th
e 

co
m

pa
ny

 
ha

ve
 a

 C
od

e 
of

 C
on

du
ct

 
fo

r s
up

pl
ie

rs
? 

1.2
 D

oe
s 

th
e 

C
od

e 
ap

pl
y 

to
 m

ul
tip

le
 le

ve
ls

 o
f t

he
 

su
pp

ly
 c

ha
in

 in
cl

ud
in

g 
th

e 
ra

w
 m

at
er

ia
ls

 le
ve

l?

1.3
 Is

 th
e 

co
de

 in
cl

ud
ed

 
in

 s
up

pl
ie

r c
on

tra
ct

s?

2.1
 D

oe
s 

th
e 

co
m

pa
ny

 
ha

ve
 a

 d
es

ig
na

te
d 

se
ni

or
 

of
fic

er
 re

sp
on

si
bl

e 
fo

r 
im

pl
em

en
ta

tio
n,

 a
nd

 a
 

bo
ar

d 
co

m
m

itt
ee

/m
em

be
r 

ta
sk

ed
 w

ith
 o

ve
rs

ig
ht

 o
f 

its
 s

up
pl

y 
ch

ai
n 

po
lic

ie
s 

th
at

 a
dd

re
ss

 h
um

an
 

rig
ht

s 
an

d 
en

vi
ro

nm
en

ta
l 

su
st

ai
na

bi
lit

y?

Birkenstock 7 3 Partial Partial Yes No

Bisley 8 1 No No Partial Partial

Blue Illusion 8 3 Partial Partial Partial No

Blundstone 18 3 Partial No Partial Partial

Boardriders 5 2 Partial No No No

Boden 38 6 Yes Partial Yes Yes

Boohoo 24 5 Yes No Yes Yes

Brand Collective 
(Apparel)

12 4 Partial Partial Yes Yes

Brand Collective 
(Footwear)

22 6 Yes Partial Yes Yes

Brandbank 21 4 Partial Partial Yes Partial

City Beach 3 1 No No Partial No

City Chic Collective 34 4 Partial Partial Yes Yes

Cotton On Group 42 4 Partial Partial Yes Yes

Country Road Group 53 5 Partial Yes Yes Yes

Cue Clothing Co. 29 3 Partial No Yes Partial

Culture Kings 5 2 Partial No No Partial

David Jones 42 6 Yes Yes Yes Yes

Decathlon 32 4 Partial Partial Yes Partial

Decjuba 16 3 Partial Partial Yes No

Ezibuy 24 5 Yes No Yes Partial

F21 OpCo LLC 3 2 Partial No Partial No

Factory X 36 6 Yes Partial Yes Yes

Farmers 2 2 Partial No No No

Fast Future Brands 2 2 Partial No No No

Forever New 52 6 Yes Yes Yes Yes

Fruit of the Loom 34 5 Yes No Partial Yes

Gap INC 46 5 Yes Partial Partial Yes

General Pants Group 31 6 Yes Partial Yes Yes

Gildan Activewear 54 6 Yes Partial Yes Yes

Globe International 
Limited

10 4 Partial No Yes Yes

H&M 56 6 Yes Yes Yes Yes

Hallenstein Glasson 
Holdings

56 6 Yes Partial Yes Yes

Hanesbrands 58 6 Yes Partial Yes Yes
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Hot Springs 32 4 Yes No No Yes

Hugo Boss Group 51 6 Yes Partial Yes Yes

Inditex 60 6 Yes Yes Yes Yes

Industrie 7 4 Yes No Partial No

JD Sports 40 6 Yes Partial Yes Yes

Jeanswest 5 2 Partial No Partial No

Just Group 27 6 Yes Yes Yes Yes

Kathmandu 55 6 Yes Yes Yes Yes

Kmart and Target 
Australia

56 6 Yes Partial Yes Yes

Kookai 27 6 Yes Partial Yes Yes

Lacoste 44 6 Yes Partial Yes Yes

Levi Strauss and Co 39 6 Yes Yes Yes Partial

Lorna Jane 20 3 Partial No Yes Partial

Lowes 9 1 No No No Yes

Lululemon Athletica 56 6 Yes Partial Yes Yes

Macpac 52 6 Yes Yes Yes Yes

Marks & Spencer 46 6 Yes Partial Yes Yes

Max Fashions 23 5 Yes Partial Yes Partial

Mighty Good Basics 86 6 Yes Yes Yes Yes

Mosaic Group 30 5 Yes No Yes Yes

Munro Footwear Group 18 4 Partial No Yes Yes

Myer 24 5 Yes Partial No Yes

New Balance 52 6 Yes Yes Yes Yes

Next 43 5 Yes No Yes Yes

Ngahuia Group 0 0 No No No No

Nike 50 6 Yes Partial Yes Yes

Nine West 0 0 No No No No

Nobody Denim 48 6 Yes Partial Yes Yes

Novo Shoes Pty Ltd 0 0 No No No No

Nudie Jeans Co 57 5 Partial Yes Yes Yes

Oroton Group 27 4 Partial Partial Yes Yes

Overland 13 4 Yes No Yes No

Oxford 22 6 Yes Partial Yes Yes

Patagonia 68 6 Yes Yes Yes Yes

Pentland Brands 41 6 Yes Partial Yes Yes

Postie 40 6 Yes Partial Yes Yes

Princess Polly 48 6 Yes Partial Yes Yes

Puma 58 6 Yes Partial Yes Yes

PVH Corp 43 5 Yes Partial Partial Yes

R.M. Williams 33 4 Partial Partial Yes Yes

Ralph Lauren 40 4 Partial Partial Yes Yes

Rebel Sport 13 4 Partial No Yes Yes

Retail Apparel Group 35 6 Yes Partial Yes Yes

Rip Curl 52 6 Yes Partial Yes Yes

Rodd & Gunn 58 6 Yes Yes Yes Yes

Seafolly 28 5 Yes Partial Yes Partial

Sheike 0 0 No No No No

Shein 4 2 Partial No No Partial

Showpo 22 5 Yes No Yes Yes

Spotlight Group 1 0 No No No No

Sussan Group 23 6 Yes Partial Yes Yes

The Iconic 29 5 Yes No Yes Yes

The PAS Group Limited 20 4 Partial Partial Yes Partial

The Warehouse Group 20 3 Partial Partial Partial No

ThreeByOne 34 6 Yes Partial Yes Yes

TJX Australia 8 3 Partial No Partial Yes

Toms 15 4 Yes No Yes No

Under Armour 23 5 Yes No Partial Yes

UNIQLO 43 6 Yes Yes Yes Yes

Universal Store 21 5 Yes No Yes Yes

Vestito (TS14+) 5 2 Partial No No No

VF Corp 54 6 Yes Yes Yes Yes

Victoria's Secret & Co 38 5 Yes Partial Partial Yes

Voyager Distributing Co 4 1 No No No Yes

Weyco Group 7 2 Partial No No No

Windsor Smith 0 0 No No No No

Wittner 18 3 Partial No Yes No

WM Ritchie 2 2 Partial No No Partial

Wolverine Worldwide 14 2 Partial No No Partial

Workwear Group 39 6 Yes Yes Yes Yes

Zimmermann 38 4 Partial Partial Yes Yes
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2XU 0 0 0% No No No No No

Abercrombie & Fitch 23 4 76-99% No Partial No Yes Partial

Accent Group 16 5 76-99% Yes No No Yes No

Adidas 58 12 100% N/A Yes Yes Yes Yes

ALDI Stores 43 11 100% N/A Yes Partial Yes Partial

Allbirds 27 7 100% N/A No No Partial Yes

Ally Fashion 7 3 76-99% No No No Partial No

Amazon 11 1 1-25% No Partial No Partial No

APG & Co 46 11 100% N/A Yes Yes Yes Yes

AS COLOUR 66 9 100% N/A No No Yes Yes

ASICS 31 7 100% N/A Partial Partial Yes Yes

ASOS 41 9 100% N/A Yes Yes Yes Yes

Bardot Pty Ltd 1 1 0% N/A No No No No

Barkers Clothing 34 7 100% N/A Partial Partial Partial Partial

Best & Less 33 8 100% N/A Yes No Yes Yes

Big W 34 8 100% N/A Yes Yes Yes Partial

Birkenstock 7 3 76-99% No Partial No No No
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Bisley 8 2 76-99% No No No Partial Partial

Blue Illusion 8 2 76-99% No No No No No

Blundstone 18 5 76-99% No No No Partial Partial

Boardriders 5 1 26-50% No No No Yes No

Boden 38 9 100% N/A Yes Yes Yes No

Boohoo 24 6 100% N/A Yes Yes Partial Partial

Brand Collective 
(Apparel)

12 3 76-99% No Partial Partial Partial No

Brand Collective 
(Footwear)

22 6 100% N/A Yes Yes Partial No

Brandbank 21 5 100% N/A No No Partial Partial

City Beach 3 1 51-75% No No No Partial No

City Chic Collective 34 11 100% N/A Yes Yes Yes Partial

Cotton On Group 42 9 100% N/A Yes Partial Partial Yes

Country Road Group 53 12 100% N/A Yes Yes Yes Yes

Cue Clothing Co. 29 5 100% N/A No No Partial No

Culture Kings 5 2 76-99% No No No Partial No

David Jones 42 8 100% N/A Partial Partial Yes Yes

Decathlon 32 5 76-99% No No No Partial Yes

Decjuba 16 6 76-99% N/A No No Yes No

Ezibuy 24 5 100% N/A No No Partial Partial

F21 OpCo LLC 3 <1 1-25% No No No No No

Factory X 36 9 100% N/A Yes Yes Yes Yes

Farmers 2 <1 1-25% No No No No No

Fast Future Brands 2 <1 1-25% No No No No No

Forever New 52 10 100% N/A Yes Yes Partial Partial

Fruit of the Loom 34 7 76-99% N/A Yes Yes Partial Yes

Gap INC 46 10 100% N/A Yes Partial Yes Yes

General Pants Group 31 6 100% N/A Partial Partial Partial Partial

Gildan Activewear 54 11 100% N/A Partial Partial Yes Yes

Globe International 
Limited

10 3 76-99% Yes No No Partial No

H&M 56 11 100% N/A Yes Yes Yes Yes

Hallenstein Glasson 
Holdings

56 9 100% N/A Partial Partial Yes Yes

Hanesbrands 58 11 100% N/A Yes Yes Yes Yes

Hot Springs 32 6 100% N/A Partial Partial Yes Partial

B. Tracing & Transparency - 
Final Stage Production
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Hugo Boss Group 51 12 100% N/A Yes Yes Yes Yes

Inditex 60 9 100% N/A No No Yes Yes

Industrie 7 2 51-75% No No No No No

JD Sports 40 13 100% N/A Yes Partial Yes Yes

Jeanswest 5 2 76-99% No No No No No

Just Group 27 6 100% N/A No No Yes No

Kathmandu 55 11 100% N/A Yes Yes Yes Yes

Kmart and Target 
Australia

56 13 100% N/A Yes Yes Yes Yes

Kookai 27 5 100% N/A Partial No Partial Partial

Lacoste 44 13 100% N/A Yes Yes Partial Yes

Levi Strauss and Co 39 8 100% N/A Yes Yes Partial Yes

Lorna Jane 20 6 100% N/A Yes Partial Yes No

Lowes 9 3 76-99% No Partial Partial Partial No

Lululemon Athletica 56 10 100% N/A Yes Partial Yes Yes

Macpac 52 11 76-99% Yes Yes Yes Yes Yes

Marks & Spencer 46 9 100% N/A Yes Yes Yes Yes

Max Fashions 23 6 100% N/A No No Partial Partial

Mighty Good Basics 86 14 100% N/A Yes Partial Yes Yes

Mosaic Group 30 7 100% N/A Yes Yes Partial Partial

Munro Footwear Group 18 4 76-99% Yes No No Partial Partial

Myer 24 7 100% N/A Yes Yes Yes No

New Balance 52 12 100% N/A Yes Yes Yes Yes

Next 43 11 100% N/A Yes Yes Partial Partial

Ngahuia Group 0 0 0% No No No No No

Nike 50 9 100% N/A Yes Yes Yes Yes

Nine West 0 0 0% No No No No No

Nobody Denim 48 10 100% N/A Yes Partial Partial Partial

Novo Shoes Pty Ltd 0 0 0% No No No No No

Nudie Jeans Co 57 14 100% N/A Yes Yes Yes Yes

Oroton Group 27 5 100% N/A No No No No

Overland 13 1 26-50% No No No No No

Oxford 22 6 100% N/A Yes Partial Partial Partial

Patagonia 68 12 100% N/A Yes Yes Yes Yes

Pentland Brands 41 10 100% N/A Yes Yes Yes Yes

Postie 40 8 100% N/A Yes No Yes Yes

Princess Polly 48 7 100% N/A No No Yes Yes

Puma 58 12 100% N/A Yes Yes Partial Yes

PVH Corp 43 9 100% N/A Yes Yes Yes Yes

R.M. Williams 33 10 100% N/A Partial Partial Yes Partial

Ralph Lauren 40 8 100% N/A Partial Partial Partial Yes

Rebel Sport 13 3 76-99% No No No Yes Partial

Retail Apparel Group 35 8 100% N/A No No Yes Partial

Rip Curl 52 11 100% N/A Yes Partial Yes Yes

Rodd & Gunn 58 13 100% N/A Yes Yes Yes Yes

Seafolly 28 6 100% N/A No No Partial No

Sheike 0 0 0% No No No No No

Shein 4 <1 1-25% No No No No No

Showpo 22 6 100% N/A No No Partial No

Spotlight Group 1 <1 1-25% No No No Partial No

Sussan Group 23 6 100% N/A No No Yes No

The Iconic 29 6 100% N/A Yes Yes Yes No

The PAS Group Limited 20 5 100% N/A Partial No Partial No

The Warehouse Group 20 7 76-99% Yes Partial Partial Partial Partial

ThreeByOne 34 6 100% N/A No No Partial No

TJX Australia 8 1 1-25% No No No Partial Partial

Toms 15 3 51-75% No Partial Partial Partial No

Under Armour 23 3 76-99% No Partial Partial Partial No

UNIQLO 43 11 100% N/A Yes Yes Yes Yes

Universal Store 21 5 100% N/A Partial No Yes No

Vestito (TS14+) 5 1 51-75% No No No Partial No

VF Corp 54 13 100% N/A Yes Yes Yes Yes

Victoria's Secret & Co 38 9 100% N/A Yes Yes Partial Yes

Voyager Distributing Co 4 1 26-50% No No No Partial No

Weyco Group 7 2 51-75% No No No No No

Windsor Smith 0 0 0% No No No No No

Wittner 18 4 76-99% No No No No No

WM Ritchie 2 <1 1-25% No No No No No

Wolverine Worldwide 14 3 51-75% No No No No No

Workwear Group 39 7 100% N/A No No Yes Partial

Zimmermann 38 9 100% N/A No No Yes Yes
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2XU 0 0 0% No No No No No

Abercrombie & Fitch 23 4 1-25% No No No No Partial

Accent Group 16 5 1-25% Yes No No Yes No

Adidas 58 12 76-99% Partial Partial Partial Yes Yes

ALDI Stores 43 11 100% N/A Partial Partial Partial Partial

Allbirds 27 7 1-25% Partial No No No Yes

Ally Fashion 7 3 76-99% No No No No No

Amazon 11 1 0% No No No No No

APG & Co 46 11 51-75% Yes Yes Partial Yes Yes

AS COLOUR 66 9 100% N/A No No Yes Yes

ASICS 31 7 1-25% No No No Partial Yes

ASOS 41 9 1-25% Yes No No Yes Yes

Bardot Pty Ltd 1 1 0% No No No No No

Barkers Clothing 34 7 51-75% No Partial Partial Partial Partial

Best & Less 33 8 1-25% Yes Partial No Partial Partial

Big W 34 8 1-25% Yes Partial Partial Yes Partial

Birkenstock 7 3 1-25% No No No No No
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Bisley 8 2 0% No No No No Partial

Blue Illusion 8 2 1-25% No No No No No

Blundstone 18 5 76-99% Partial Partial No Partial Partial

Boardriders 5 1 0% No No No No No

Boden 38 9 26-50% Yes No No Yes Partial

Boohoo 24 6 0% No No No Partial No

Brand Collective 
(Apparel)

12 3 1-25% No Partial Partial No No

Brand Collective 
(Footwear)

22 6 1-25% Partial Yes Yes Partial Partial

Brandbank 21 5 1-25% Yes No No Partial Partial

City Beach 3 1 0% No No No No No

City Chic Collective 34 11 76-99% Yes Yes Partial Partial Partial

Cotton On Group 42 9 76-99% Yes No No Partial Partial

Country Road Group 53 12 76-99% Yes No No Yes Yes

Cue Clothing Co. 29 5 51-75% No Partial No Partial Partial

Culture Kings 5 2 0% No No No No No

David Jones 42 8 26-50% Yes No No Yes Yes

Decathlon 32 5 1-25% No No No Partial Yes

Decjuba 16 6 1-25% Partial No No Yes No

Ezibuy 24 5 26-50% Partial No No No Partial

F21 OpCo LLC 3 <1 0% No No No No No

Factory X 36 9 51-75% Partial No No Partial Partial

Farmers 2 <1 0% No No No No No

Fast Future Brands 2 <1 0% No No No No No

Forever New 52 10 76-99% Yes No No Partial Partial

Fruit of the Loom 34 7 1-25% Yes No No Partial Yes

Gap INC 46 10 51-75% Partial No No Yes Yes

General Pants Group 31 6 1-25% Partial Partial No Partial Partial

Gildan Activewear 54 11 100% N/A Yes Partial Partial Yes

Globe International 
Limited

10 3 0% No No No Partial No

H&M 56 11 26-50% Partial Yes Yes Yes Yes

Hallenstein Glasson 
Holdings

56 9 76-99% Yes No No Yes Yes

Hanesbrands 58 11 76-99% Yes Partial Partial Yes Yes

Hot Springs 32 6 1-25% Partial No No No Partial

B. Tracing & Transparency - 
Inputs Production
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Hugo Boss Group 51 12 76-99% Partial Yes Partial Partial Partial

Inditex 60 9 100% N/A No No Yes Yes

Industrie 7 2 51-75% No No No Partial No

JD Sports 40 13 100% N/A Yes No Yes Yes

Jeanswest 5 2 0% No No No No No

Just Group 27 6 76-99% Yes No No No No

Kathmandu 55 11 76-99% Yes No No Yes Yes

Kmart and Target 
Australia

56 13 76-99% Yes Yes Yes Partial Yes

Kookai 27 5 26-50% No No No No Partial

Lacoste 44 13 100% N/A Yes Yes Partial Yes

Levi Strauss and Co 39 8 1-25% No Yes Yes Partial Yes

Lorna Jane 20 6 1-25% No No No Partial No

Lowes 9 3 0% No No No No No

Lululemon Athletica 56 10 76-99% No Partial Partial Yes Yes

Macpac 52 11 76-99% Yes No No Partial Yes

Marks & Spencer 46 9 1-25% No No No Partial Yes

Max Fashions 23 6 100% N/A No No No No

Mighty Good Basics 86 14 100% N/A Yes Partial Yes Yes

Mosaic Group 30 7 26-50% Yes No No No Partial

Munro Footwear Group 18 4 1-25% Yes No No Partial No

Myer 24 7 1-25% Partial No No No No

New Balance 52 12 76-99% Yes Partial Partial Yes Yes

Next 43 11 100% N/A Yes No Partial Partial

Ngahuia Group 0 0 0% No No No No No

Nike 50 9 1-25% No Yes Yes Partial Yes

Nine West 0 0 0% No No No No No

Nobody Denim 48 10 100% N/A Yes Partial Partial Partial

Novo Shoes Pty Ltd 0 0 0% No No No No No

Nudie Jeans Co 57 14 76-99% Yes Yes Partial Yes Yes

Oroton Group 27 5 76-99% Partial No No No Partial

Overland 13 1 1-25% Partial Partial No Partial Partial

Oxford 22 6 1-25% No Yes Partial Partial Partial

Patagonia 68 12 76-99% Yes Partial Partial Yes Yes

Pentland Brands 41 10 51-75% Yes Partial Partial Yes Yes

Postie 40 8 1-25% Yes No No Yes Yes

Princess Polly 48 7 51-75% Yes No No Yes Yes

Puma 58 12 76-99% Partial Partial Partial Partial Yes

PVH Corp 43 9 1-25% No Partial Partial Partial Yes

R.M. Williams 33 10 76-99% Yes Yes Partial Partial Yes

Ralph Lauren 40 8 51-75% Partial No No Partial Yes

Rebel Sport 13 3 0% No No No No No

Retail Apparel Group 35 8 76-99% Yes No No Yes Yes

Rip Curl 52 11 76-99% Yes Partial Partial Yes Yes

Rodd & Gunn 58 13 100% N/A Yes Yes Yes Yes

Seafolly 28 6 76-99% Yes No No Partial No

Sheike 0 0 0% No No No No No

Shein 4 <1 0% No No No No No

Showpo 22 6 76-99% Yes No No Partial No

Spotlight Group 1 <1 0% No No No No No

Sussan Group 23 6 26-50% Yes No No Yes No

The Iconic 29 6 0% No No No Partial No

The PAS Group Limited 20 5 1-25% Partial Partial Partial Partial Partial

The Warehouse Group 20 7 1-25% Yes Partial Partial No No

ThreeByOne 34 6 76-99% Partial No No Partial Partial

TJX Australia 8 1 0% No No No No No

Toms 15 3 1-25% Partial No No Partial Partial

Under Armour 23 3 1-25% No No No No No

UNIQLO 43 11 76-99% Yes Partial No Partial Yes

Universal Store 21 5 1-25% Partial No No No No

Vestito (TS14+) 5 1 0% No No No No No

VF Corp 54 13 76-99% Yes Partial Partial Yes Yes

Victoria's Secret & Co 38 9 100% N/A No No Partial Yes

Voyager Distributing Co 4 1 1-25% No No No Partial No

Weyco Group 7 2 1-25% Partial Partial No Partial Partial

Windsor Smith 0 0 0% No No No No No

Wittner 18 4 76-99% Partial No No Partial Partial

WM Ritchie 2 <1 0% No No No No No

Wolverine Worldwide 14 3 76-99% Partial No No Partial Partial

Workwear Group 39 7 51-75% Yes No No Yes Partial

Zimmermann 38 9 76-99% Yes No No Yes Yes
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2XU 0 0 0% No No No No No

Abercrombie & Fitch 23 4 1-25% Yes No No Yes Partial

Accent Group 16 5 1-25% Yes No No Yes Partial

Adidas 58 12 100% N/A No No Yes Yes

ALDI Stores 43 11 76-99% Yes No No Partial Partial

Allbirds 27 7 100% N/A Partial No No Yes

Ally Fashion 7 3 0% No No No No No

Amazon 11 1 1-25% Yes No No Partial Partial

APG & Co 46 11 0% Yes No No Yes Yes

AS COLOUR 66 9 26-50% Yes No No Yes Yes

ASICS 31 7 26-50% Yes No No Partial Yes

ASOS 41 9 51-75% Yes No No Yes Yes

Bardot Pty Ltd 1 1 0% No No No No No

Barkers Clothing 34 7 1-25% Yes No No Partial Partial

Best & Less 33 8 1-25% Yes No No Yes Yes

Big W 34 8 1-25% Yes No No Yes Partial

Birkenstock 7 3 1-25% No No No No No

CO
M

PA
NY

FI
NA

L S
CO

RE

TR
AC

IN
G 

& 
RI

SK
 –

 S
CO

RE
 O

UT
 O

F 
15

3.
 T

RA
CI

NG
 &

 
TR

AN
SP

AR
EN

CY
: 

C
om

pa
ny

 tr
ac

es
 

an
d 

is
 tr

an
sp

ar
en

t 
ab

ou
t i

ts
 s

up
pl

ie
rs

 
at

 a
ll 

le
ve

ls
 o

f i
ts

 
su

pp
ly

 c
ha

in
.

4.
 R

IS
K:

C
om

pa
ny

 
as

se
ss

es
 a

nd
 

di
sc

lo
se

s 
m

at
er

ia
l 

hu
m

an
 ri

gh
ts

 a
nd

 
en

vi
ro

nm
en

ta
l 

ris
ks

 th
ro

ug
ho

ut
 

its
 s

up
pl

y 
ch

ai
n.

 

3.1
 A

pp
ro

xi
m

at
el

y 
w

ha
t p

er
ce

nt
ag

e 
of

 fa
ci

lit
ie

s 
(fa

ct
or

ie
s, 

m
ills

, f
ar

m
s, 

et
c.

) h
as

 th
e 

co
m

pa
ny

 tr
ac

ed
?

3.
4 

Is
 th

e 
co

m
pa

ny
 in

vo
lv

ed
 in

 
a 

tra
ci

ng
 p

ro
je

ct
 to

 id
en

tif
y 

th
e 

lo
ca

tio
n 

of
 u

nk
no

w
n 

pr
od

uc
er

s?

3.
5 

Is
 th

er
e 

a 
pu

bl
ic

 li
st

  
of

 fa
ci

lit
ie

s?

3.
6 

In
 a

dd
iti

on
 to

 n
am

es
 a

nd
 a

dd
re

ss
es

, 
do

es
 th

e 
co

m
pa

ny
 a

ls
o 

pu
bl

ish
 d

et
ai

le
d 

in
di

ca
to

rs
 a

bo
ut

 e
ac

h 
fa

ci
lit

y?

4.1
 H

as
 th

e 
co

m
pa

ny
 c

on
du

ct
ed

 a
 

la
bo

ur
 ri

gh
ts

 ri
sk

 a
ss

es
sm

en
t o

f i
ts

 
su

pp
ly

 c
ha

in
 to

 im
pr

ov
e 

its
 la

bo
ur

 
rig

ht
s 

m
an

ag
em

en
t s

ys
te

m
?

4.
2 

H
as

 th
e 

co
m

pa
ny

 
un

de
rta

ke
n 

an
 a

ss
es

sm
en

t o
f i

ts
 

en
vi

ro
nm

en
ta

l i
m

pa
ct

s 
an

d 
ris

ks
 

th
ro

ug
ho

ut
 it

s 
su

pp
ly

 c
ha

in
?

Bisley 8 2 0% No No No No Partial

Blue Illusion 8 2 1-25% Yes No No Partial Partial

Blundstone 18 5 0% No No No No No

Boardriders 5 1 0% No No No No No

Boden 38 9 76-99% Yes No No Yes Partial

Boohoo 24 6 1-25% No No No Partial No

Brand Collective 
(Apparel)

12 3 0% No No No No No

Brand Collective 
(Footwear)

22 6 0% No No No No No

Brandbank 21 5 1-25% Yes No No Partial Partial

City Beach 3 1 0% No No No No No

City Chic Collective 34 11 1-25% Yes No No Yes No

Cotton On Group 42 9 1-25% Yes No No Yes Yes

Country Road Group 53 12 76-99% Yes No No Yes Yes

Cue Clothing Co. 29 5 1-25% Partial No No No No

Culture Kings 5 2 0% No No No No No

David Jones 42 8 1-25% Yes No No Yes Yes

Decathlon 32 5 76-99% Yes No No Partial Yes

Decjuba 16 6 100% N/A No No Partial Partial

Ezibuy 24 5 0% No No No No Partial

F21 OpCo LLC 3 <1 0% No No No No No

Factory X 36 9 1-25% Partial No No Partial Partial

Farmers 2 <1 0% No No No No No

Fast Future Brands 2 <1 0% No No No No No

Forever New 52 10 76-99% Yes No No Partial Partial

Fruit of the Loom 34 7 1-25% Yes No No Partial Yes

Gap INC 46 10 51-75% Yes No No Yes Yes

General Pants Group 31 6 26-50% Yes No No Partial Yes

Gildan Activewear 54 11 1-25% Yes No No Partial Partial

Globe International 
Limited

10 3 0% No No No Partial No

H&M 56 11 76-99% Yes Partial No Yes Yes

Hallenstein Glasson 
Holdings

56 9 1-25% Yes No No Yes Yes

Hanesbrands 58 11 1-25% Yes No No Partial Yes

Hot Springs 32 6 0% Partial No No No Partial

B. Tracing & Transparency - 
Raw Materials Production
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Hugo Boss Group 51 12 76-99% Yes No No Partial Partial

Inditex 60 9 26-50% Yes No No Yes Yes

Industrie 7 2 0% No No No Partial No

JD Sports 40 13 76-99% Yes No No Yes Yes

Jeanswest 5 2 0% No No No Partial No

Just Group 27 6 1-25% Yes No No Partial Partial

Kathmandu 55 11 51-75% Yes No No Yes Yes

Kmart and Target 
Australia

56 13 76-99% Yes No No Yes Yes

Kookai 27 5 1-25% Partial No No No Partial

Lacoste 44 13 51-75% Yes No No Yes Yes

Levi Strauss and Co 39 8 51-75% Yes No No Partial Yes

Lorna Jane 20 6 0% No No No Partial No

Lowes 9 3 0% No No No No No

Lululemon Athletica 56 10 1-25% Yes No No Yes Yes

Macpac 52 11 76-99% Yes No No Yes Yes

Marks & Spencer 46 9 76-99% Yes Partial No Yes Yes

Max Fashions 23 6 0% No No No Partial No

Mighty Good Basics 86 14 100% N/A Yes Partial Yes Yes

Mosaic Group 30 7 0% No No No No Partial

Munro Footwear Group 18 4 0% No No No Partial No

Myer 24 7 0% Partial No No No No

New Balance 52 12 76-99% Yes No No Partial Partial

Next 43 11 26-50% Yes No No Partial Partial

Ngahuia Group 0 0 0% No No No No No

Nike 50 9 76-99% Yes No No Yes Yes

Nine West 0 0 0% No No No No No

Nobody Denim 48 10 1-25% Yes Partial No Partial Partial

Novo Shoes Pty Ltd 0 0 0% No No No No No

Nudie Jeans Co 57 14 76-99% Yes Partial Partial Yes Yes

Oroton Group 27 5 0% Partial No No No No

Overland 13 1 0% No No No No No

Oxford 22 6 0% No No No No No

Patagonia 68 12 26-50% Yes Partial Partial Yes Yes

Pentland Brands 41 10 0% No No No Partial Yes

Postie 40 8 1-25% Yes No No Yes Yes

Princess Polly 48 7 0% Yes No No Partial Yes

Puma 58 12 76-99% Yes Partial Partial Yes Yes

PVH Corp 43 9 76-99% Yes No No Partial Yes

R.M. Williams 33 10 1-25% Partial No No No No

Ralph Lauren 40 8 1-25% Yes No No Partial Yes

Rebel Sport 13 3 0% No No No Partial No

Retail Apparel Group 35 8 1-25% Yes No No Yes Yes

Rip Curl 52 11 26-50% Yes No No Yes Partial

Rodd & Gunn 58 13 51-75% Yes No No Partial Yes

Seafolly 28 6 0% Yes No No No No

Sheike 0 0 0% No No No No No

Shein 4 <1 0% No No No No No

Showpo 22 6 0% Partial No No No No

Spotlight Group 1 <1 0% No No No No No

Sussan Group 23 6 1-25% Yes No No Yes Partial

The Iconic 29 6 0% No No No Partial Partial

The PAS Group Limited 20 5 0% No No No Partial No

The Warehouse Group 20 7 51-75% Yes No No Partial Partial

ThreeByOne 34 6 1-25% Partial No No Partial Partial

TJX Australia 8 1 1-25% No No No No Partial

Toms 15 3 0% No No No No Partial

Under Armour 23 3 0% No No No No No

UNIQLO 43 11 1-25% Yes No No Yes Yes

Universal Store 21 5 0% No No No No No

Vestito (TS14+) 5 1 0% No No No No No

VF Corp 54 13 76-99% Yes Partial Partial Yes Yes

Victoria's Secret & Co 38 9 0% No No No Partial No

Voyager Distributing Co 4 1 0% No No No Partial No

Weyco Group 7 2 0% No No No No No

Windsor Smith 0 0 0% No No No No No

Wittner 18 4 0% No No No No No

WM Ritchie 2 <1 0% No No No No No

Wolverine Worldwide 14 3 0% No No No Partial No

Workwear Group 39 7 1-25% Yes No No Yes Yes

Zimmermann 38 9 26-50% Yes No No Yes Yes



18

2XU 0 0 No No No No No No No No No

Abercrombie & Fitch 23 6 No No Partial Yes No Yes No No No

Accent Group 16 4 No No No Partial No Yes No Partial No

Adidas 58 16 Yes No Yes Yes Partial Yes Partial Partial Partial

ALDI Stores 43 15 Partial No Partial Yes Yes Yes Yes Yes Partial

Allbirds 27 3 No No No Partial No No Partial No No

Ally Fashion 7 1 No No No No No Partial No No No

Amazon 11 2 No No No Yes No Yes No Partial Partial

APG & Co 46 17 Yes Partial Partial Yes Yes Yes Yes Yes Yes

AS COLOUR 66 25 Yes Yes Yes Yes Partial Partial Yes Yes Yes
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ASICS 31 6 No No Partial Yes Partial Yes No Partial Partial

ASOS 41 10 Partial Partial Partial Yes No Yes Partial Partial Partial

Bardot Pty Ltd 1 0 No No No No No No No No No

Barkers Clothing 34 10 Partial No Partial Partial Partial No Partial Partial Partial

Best & Less 33 11 Partial Yes Yes No No Yes Partial No Partial

Big W 34 9 Partial No Partial Yes No Yes Partial Partial Partial

Birkenstock 7 1 No No No No No No No No No

Bisley 8 3 No No No No No Yes Partial No No

Blue Illusion 8 1 No No No No No No No No No

Blundstone 18 4 No No No No No Yes No No No

Boardriders 5 2 No No No No No Yes No No No

Boden 38 13 Partial Partial Partial Yes No Yes Yes Yes Yes

Boohoo 24 4 Partial No Partial Partial No Partial No No No

Brand Collective 
(Apparel)

12 4 No No No No No Yes Partial Partial Partial

Brand Collective 
(Footwear)

22 4 No No Partial No No Yes No Partial No

Brandbank 21 8 Partial Partial Partial Partial Partial Yes Partial Partial Partial

City Beach 3 1 No No No No No Yes No No No

City Chic Collective 34 13 Partial Partial Partial Yes No Yes Partial Partial Partial

Cotton On Group 42 15 Yes No Yes Yes Partial Partial Partial Partial Partial

Country Road Group 53 17 Yes Partial Yes Yes Yes Yes Yes Yes Yes

Cue Clothing Co. 29 9 Partial Partial Partial Yes Partial Yes Partial Partial Partial

Culture Kings 5 1 No No No No No Yes No No No

David Jones 42 12 Partial Partial Yes Yes Partial Yes Partial Yes Yes

Decathlon 32 6 Partial No No Yes No Partial No No No

Decjuba 16 5 No No Partial Partial No Yes No No No

Ezibuy 24 10 Partial Partial Partial No Partial Partial Yes Partial Yes

F21 OpCo LLC 3 1 No No No No No Partial No No No

Factory X 36 10 Partial Partial No Partial No Yes Yes Partial No

Farmers 2 <1 No No No No No No No No No

Fast Future Brands 2 0 No No No No No No No No No

Forever New 52 19 Yes Yes Yes Partial No Yes Yes Yes Yes

Fruit of the Loom 34 10 Yes No Partial Yes Yes Yes Partial Partial Yes

Gap INC 46 12 Partial No Partial Yes No Yes Partial Partial Yes

General Pants Group 31 11 Yes No Partial Partial No Partial Yes Yes Yes

Gildan Activewear 54 18 Yes No Yes Yes Yes Partial Yes Partial Yes

Globe International 
Limited

10 2 No No No No No Yes Partial Partial Partial

C. Supplier Relationships & Human Rights 
Monitoring - Final Stage Production
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H&M 56 14 Yes Partial Partial Yes Partial Yes Partial Partial Partial

Hallenstein Glasson 
Holdings

56 19 Yes Yes Yes Yes Yes Yes Yes Yes Yes

Hanesbrands 58 17 Yes Partial Partial Yes Yes Yes Yes Yes Yes

Hot Springs 32 12 Yes Partial Partial Yes No Partial Yes Yes Yes

Hugo Boss Group 51 14 Yes No Partial Yes Partial Partial Yes Yes No

Inditex 60 20 Yes Partial Partial Yes Partial Yes Yes Yes Yes

Industrie 7 1 No No No No No No No Partial No

JD Sports 40 10 No Partial No Partial No Yes Yes Yes Yes

Jeanswest 5 <1 No No No No No No No No No

Just Group 27 12 Yes Yes Partial Partial No Yes Yes Yes Yes

Kathmandu 55 19 Yes Partial Yes Yes Yes Yes Yes Yes Yes

Kmart and Target 
Australia

56 18 Yes Partial Partial Yes Partial Yes Yes Yes Yes

Kookai 27 8 Partial No Partial No Partial Yes Partial Partial Partial

Lacoste 44 12 No No Partial Yes Yes No Yes Yes Yes

Levi Strauss and Co 39 7 No No Partial Yes Yes Yes Partial Partial Partial

Lorna Jane 20 7 Partial No No Partial Partial Yes Partial Yes Partial

Lowes 9 4 No No No Partial No Partial Partial Partial Partial

Lululemon Athletica 56 18 Yes No Yes Yes Yes Yes Yes Yes Yes

Macpac 52 15 Yes No Partial Yes No Yes Yes Yes Yes

Marks & Spencer 46 13 Partial Partial Yes Yes No Yes Partial Partial Partial

Max Fashions 23 8 Partial No Partial No No Partial Yes Partial No

Mighty Good Basics 86 26 Yes Partial Yes Yes Yes Yes Yes Yes Partial

Mosaic Group 30 10 Partial Partial Partial Partial Partial Yes Yes Partial Yes

Munro Footwear Group 18 5 No Partial Partial Partial No Yes Partial Partial Partial

Myer 24 8 Partial No Partial Yes Partial Yes Partial Partial No

New Balance 52 19 Yes Partial Yes Yes Partial Yes Yes Yes Yes

Next 43 14 Yes Partial Partial Yes No Yes Yes Partial No

Ngahuia Group 0 0 No No No No No No No No No

Nike 50 14 Yes No Partial Yes Yes Yes Yes Yes Yes

Nine West 0 0 No No No No No No No No No

Nobody Denim 48 14 Partial Partial Partial Yes Yes No Partial Yes Partial

Novo Shoes Pty Ltd 0 0 No No No No No No No No No

Nudie Jeans Co 57 16 Partial No Partial Yes Partial Yes Yes Partial Partial

Oroton Group 27 10 No Partial Partial No No Partial Yes Yes Partial

Overland 13 1 Partial No No Partial Partial No No No No

Oxford 22 3 No No No No No No Partial Partial Partial

Patagonia 68 21 Yes Yes Yes Yes Yes Partial Yes Yes Yes

Pentland Brands 41 12 Yes Partial Partial Yes Partial Yes Partial Partial Yes

Postie 40 11 Yes Partial Yes Yes No Yes Partial No Partial

Princess Polly 48 17 Yes Partial Yes Yes Yes Yes Yes Yes Yes

Puma 58 18 Yes Partial Yes Yes Yes Yes Partial Partial Yes

PVH Corp 43 11 Yes No Partial Yes Partial Yes Partial Partial Partial

R.M. Williams 33 7 No No No Partial No Yes Partial Partial No

Ralph Lauren 40 11 Partial No Partial Yes Partial Partial Yes Yes Yes

Rebel Sport 13 4 No No Partial No No Yes No No Partial

Retail Apparel Group 35 14 Partial Partial Partial Partial No Yes Yes Yes Yes

Rip Curl 52 18 Yes Partial Partial Yes Yes Yes Yes Yes Yes

Rodd & Gunn 58 20 Yes Yes Partial Partial Yes Yes Yes Yes Yes

Seafolly 28 9 Partial No No Partial No No Yes Yes Yes

Sheike 0 0 No No No No No No No No No

Shein 4 <1 No No No No No No No No No

Showpo 22 7 Yes No No No Partial Yes Partial Partial Partial

Spotlight Group 1 1 No No No No No Yes No No No

Sussan Group 23 9 Partial No No Yes Partial Yes Partial Partial Partial

The Iconic 29 8 Partial No Partial No No Yes Yes Yes Partial

The PAS Group Limited 20 7 Partial No Partial Yes No Yes Partial Partial Partial

The Warehouse Group 20 5 No No Partial No Partial No Partial No No

ThreeByOne 34 11 Yes No Partial No No Yes Partial Partial Partial

TJX Australia 8 1 No No Partial No No Partial Partial Partial Partial

Toms 15 5 Yes No Partial Partial No Partial Partial No No

Under Armour 23 6 Partial No Partial Partial Partial Yes Partial Partial Partial

UNIQLO 43 12 Yes No Partial Yes No Yes Yes Yes Yes

Universal Store 21 5 No No No Partial No Yes Yes Yes Yes

Vestito (TS14+) 5 1 No No No No No Yes No No No

VF Corp 54 13 Partial No Partial Yes Partial Yes Yes Partial Yes

Victoria's Secret & Co 38 13 Partial No Partial Yes Yes Partial Partial Yes Yes

Voyager Distributing Co 4 1 No No No No No Yes No No No

Weyco Group 7 <1 No No No No No No No No No

Windsor Smith 0 0 No No No No No No No No No

Wittner 18 2 No No No No No No Partial No No

WM Ritchie 2 <1 No No No No No No No No No

Wolverine Worldwide 14 2 No No Partial No No No No No No

Workwear Group 39 16 Partial Partial Partial Yes Partial Yes Yes Yes Yes

Zimmermann 38 14 Partial Partial Partial Yes No Yes Yes Yes Yes
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2XU 0 0 No No No No No No

Abercrombie & Fitch 23 6 No No No No No No

Accent Group 16 4 No No No No No No

Adidas 58 16 Partial Yes No Partial Partial Partial

ALDI Stores 43 15 Partial Yes Partial Partial Partial Partial

Allbirds 27 3 No No No No No No

Ally Fashion 7 1 No No No No No No

Amazon 11 2 No No No No No No

APG & Co 46 17 Partial Partial Partial Partial Partial Partial

AS COLOUR 66 25 Yes Yes Partial Yes Yes Yes

ASICS 31 6 No No No No No No

ASOS 41 10 No Partial No No No No

Bardot Pty Ltd 1 0 No No No No No No
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Barkers Clothing 34 10 Partial Yes Partial Partial Partial Partial

Best & Less 33 11 Partial Partial Partial Partial Partial Partial

Big W 34 9 No Partial No No Partial No

Birkenstock 7 1 No No No No No No

Bisley 8 3 No No No No No No

Blue Illusion 8 1 No No No No No No

Blundstone 18 4 Partial Partial Yes Partial No Partial

Boardriders 5 2 No No No No No No

Boden 38 13 Partial Partial Partial Partial Partial Partial

Boohoo 24 4 No No No No No No

Brand Collective 
(Apparel)

12 4 No No No No Partial No

Brand Collective 
(Footwear)

22 4 Partial Partial Yes Partial Partial Partial

Brandbank 21 8 Partial Partial Partial Partial Partial Partial

City Beach 3 1 No No No No No No

City Chic Collective 34 13 No No No Partial Partial Partial

Cotton On Group 42 15 No Yes No Partial Partial Partial

Country Road Group 53 17 Partial Yes Partial Partial Partial Partial

Cue Clothing Co. 29 9 Partial Partial Partial Partial Partial Partial

Culture Kings 5 1 No No No No No No

David Jones 42 12 Partial Yes Partial Partial Partial Partial

Decathlon 32 6 No Partial No No No No

Decjuba 16 5 No Partial No No No No

Ezibuy 24 10 No No No No No No

F21 OpCo LLC 3 1 No No No No No No

Factory X 36 10 No No No Partial Partial No

Farmers 2 <1 No No No No No No

Fast Future Brands 2 0 No No No No No No

Forever New 52 19 Partial Partial No Partial Partial Partial

Fruit of the Loom 34 10 Partial Partial Partial Partial Partial Partial

Gap INC 46 12 No Partial No No Partial Partial

General Pants Group 31 11 No No No No No No

Gildan Activewear 54 18 Yes Yes Yes Yes Partial Yes

Globe International 
Limited

10 2 No No No No No No

C. Supplier Relationships & Human Rights 
Monitoring - Inputs Production
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H&M 56 14 No Partial No Partial Partial No

Hallenstein Glasson 
Holdings

56 19 Partial Yes Partial Partial Partial Partial

Hanesbrands 58 17 Partial Yes Partial Partial Partial Partial

Hot Springs 32 12 No No No Partial Partial Partial

Hugo Boss Group 51 14 No Yes No Partial Partial No

Inditex 60 20 Partial Yes Partial Yes Yes Yes

Industrie 7 1 No No No No No No

JD Sports 40 10 No No No No No No

Jeanswest 5 <1 No No No No No No

Just Group 27 12 No No No No Partial Partial

Kathmandu 55 19 Partial Yes Partial Partial Partial Partial

Kmart and Target 
Australia

56 18 Partial Partial Partial Partial Partial Partial

Kookai 27 8 No No Partial Partial Partial Partial

Lacoste 44 12 Partial Yes Yes Yes Yes Yes

Levi Strauss and Co 39 7 Partial Yes No Partial Partial Partial

Lorna Jane 20 7 No No No No No No

Lowes 9 4 No No No No No No

Lululemon Athletica 56 18 Yes Yes Yes Yes Yes Yes

Macpac 52 15 Partial Yes Partial Partial Partial Partial

Marks & Spencer 46 13 No No No No No No

Max Fashions 23 8 No No No No No No

Mighty Good Basics 86 26 Yes Yes Yes Yes Yes Partial

Mosaic Group 30 10 No No No No No No

Munro Footwear Group 18 5 No No No No No No

Myer 24 8 No No No No No No

New Balance 52 19 Partial Partial Partial No Partial Partial

Next 43 14 No Yes No Partial Partial No

Ngahuia Group 0 0 No No No No No No

Nike 50 14 No Partial Partial Partial Partial Partial

Nine West 0 0 No No No No No No

Nobody Denim 48 14 Partial Partial Partial Partial Partial Partial

Novo Shoes Pty Ltd 0 0 No No No No No No

Nudie Jeans Co 57 16 Partial Yes Partial Yes Partial Partial

Oroton Group 27 10 No No Partial Partial No No

Overland 13 1 Partial Partial Yes Partial No Partial

Oxford 22 3 Partial Partial Partial Partial Partial Partial

Patagonia 68 21 Yes Yes Partial Partial Yes Partial

Pentland Brands 41 12 No Partial No No No No

Postie 40 11 Partial Yes Partial Partial Partial Partial

Princess Polly 48 17 Partial Yes No Partial Partial Partial

Puma 58 18 Partial Partial No Partial Partial Partial

PVH Corp 43 11 No No No No Partial Partial

R.M. Williams 33 7 Partial Partial Partial Partial No Partial

Ralph Lauren 40 11 No Yes No No Partial Partial

Rebel Sport 13 4 No No No No No No

Retail Apparel Group 35 14 Partial Partial No No No No

Rip Curl 52 18 Partial Yes Partial Partial Partial Partial

Rodd & Gunn 58 20 Partial Yes Yes Partial Partial Partial

Seafolly 28 9 No Partial No Partial Partial Partial

Sheike 0 0 No No No No No No

Shein 4 <1 No No No No No No

Showpo 22 7 No No No No No No

Spotlight Group 1 1 No No No No No No

Sussan Group 23 9 No No Partial Partial Partial Partial

The Iconic 29 8 No No No No No No

The PAS Group Limited 20 7 Partial Partial Partial Partial No No

The Warehouse Group 20 5 No No No No No No

ThreeByOne 34 11 Partial Partial Partial Partial Partial Partial

TJX Australia 8 1 No No No No No No

Toms 15 5 No Partial No No No No

Under Armour 23 6 Partial No No No No No

UNIQLO 43 12 Partial Partial No Partial Partial Partial

Universal Store 21 5 No No No No No No

Vestito (TS14+) 5 1 No No No No No No

VF Corp 54 13 Partial Yes Partial Partial Partial Partial

Victoria's Secret & Co 38 13 Partial Partial No Partial Partial Partial

Voyager Distributing Co 4 1 No No No No No No

Weyco Group 7 <1 Partial Partial Yes Partial No Partial

Windsor Smith 0 0 No No No No No No

Wittner 18 2 Partial Partial Partial Partial No Partial

WM Ritchie 2 <1 No No No No No No

Wolverine Worldwide 14 2 Partial Partial Yes Partial No Partial

Workwear Group 39 16 Partial Partial Partial Yes Yes Yes

Zimmermann 38 14 Partial Yes No Partial Partial Partial
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2XU 0 0 No No No No No No

Abercrombie & Fitch 23 6 Partial Yes Yes Yes Yes Partial

Accent Group 16 4 Partial Yes Yes Yes Yes Partial

Adidas 58 16 Partial Yes Yes Yes Yes Partial

ALDI Stores 43 15 Partial Yes Partial Partial Partial Partial

Allbirds 27 3 No Yes Yes No No No

Ally Fashion 7 1 No No No No No No

Amazon 11 2 Partial Yes Yes Yes Yes Partial

APG & Co 46 17 No Partial No No No No

AS COLOUR 66 25 Partial Yes Yes Partial Partial Partial

ASICS 31 6 Partial Yes Partial Partial Partial Partial

ASOS 41 10 Partial Yes Partial Partial Partial Partial

Bardot Pty Ltd 1 0 No No No No No No
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Barkers Clothing 34 10 Partial Yes Yes Yes Yes Partial

Best & Less 33 11 Partial Yes Yes Partial Partial Partial

Big W 34 9 Partial Yes Yes Yes Yes Partial

Birkenstock 7 1 No No No No No No

Bisley 8 3 No No No No No No

Blue Illusion 8 1 Partial Yes Yes Yes Yes Partial

Blundstone 18 4 No No No No No No

Boardriders 5 2 No No No No No No

Boden 38 13 Partial Yes Yes Yes Yes Partial

Boohoo 24 4 No No No No No No

Brand Collective 
(Apparel)

12 4 No No No No No No

Brand Collective 
(Footwear)

22 4 No No No No No No

Brandbank 21 8 Partial Partial Partial Yes Yes Partial

City Beach 3 1 No No No No No No

City Chic Collective 34 13 No No No No No No

Cotton On Group 42 15 Partial Yes Yes Yes Yes Partial

Country Road Group 53 17 Partial Yes Yes Partial Partial Partial

Cue Clothing Co. 29 9 No No Partial No No No

Culture Kings 5 1 No No No No No No

David Jones 42 12 Partial Yes Partial Partial Partial Partial

Decathlon 32 6 Partial Yes Yes Yes Yes Partial

Decjuba 16 5 Partial Yes Yes Yes Yes Partial

Ezibuy 24 10 No Partial No No No No

F21 OpCo LLC 3 1 No No No No No No

Factory X 36 10 Partial Yes Partial Yes Yes Partial

Farmers 2 <1 No No No No No No

Fast Future Brands 2 0 No No No No No No

Forever New 52 19 Partial Yes Partial Partial Partial Partial

Fruit of the Loom 34 10 No Partial Partial No No No

Gap INC 46 12 Partial Yes Yes Yes Yes Partial

General Pants Group 31 11 Partial Yes Partial Yes Yes Partial

Gildan Activewear 54 18 Partial Yes Partial Partial Partial Partial

Globe International 
Limited

10 2 No No No No No No

C. Supplier Relationships & Human Rights 
Monitoring - Raw Materials Production
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H&M 56 14 Partial Yes Yes Yes Partial Partial

Hallenstein Glasson 
Holdings

56 19 No No No No No No

Hanesbrands 58 17 Partial Yes Partial Partial Partial Partial

Hot Springs 32 12 No No No No No No

Hugo Boss Group 51 14 Partial Yes Partial Partial Partial Partial

Inditex 60 20 Partial Yes Yes Partial Partial Partial

Industrie 7 1 No No No No No No

JD Sports 40 10 Partial Yes Yes Yes Yes Partial

Jeanswest 5 <1 No Partial No No No No

Just Group 27 12 Partial Yes Yes Partial Partial Partial

Kathmandu 55 19 Partial Yes Yes Yes Yes Partial

Kmart and Target 
Australia

56 18 Partial Yes Yes Partial Partial Partial

Kookai 27 8 No No No No No No

Lacoste 44 12 No Yes Yes Partial No No

Levi Strauss and Co 39 7 Partial Yes Partial Partial Partial Partial

Lorna Jane 20 7 No No No No No No

Lowes 9 4 No No No No No No

Lululemon Athletica 56 18 No Partial No No No No

Macpac 52 15 Yes Yes Yes Yes Yes Partial

Marks & Spencer 46 13 Yes Yes Yes Yes Yes Partial

Max Fashions 23 8 No No No No No No

Mighty Good Basics 86 26 Yes Yes Yes Yes Yes Partial

Mosaic Group 30 10 No Partial No No No No

Munro Footwear Group 18 5 No No No No No No

Myer 24 8 No Partial No No No No

New Balance 52 19 Partial Yes Yes Yes Yes Partial

Next 43 14 Partial Yes Yes Yes Yes Partial

Ngahuia Group 0 0 No No No No No No

Nike 50 14 Partial Yes Yes Yes Yes Partial

Nine West 0 0 No No No No No No

Nobody Denim 48 14 Partial Partial Partial Partial Partial Partial

Novo Shoes Pty Ltd 0 0 No No No No No No

Nudie Jeans Co 57 16 Partial Partial Partial Partial Partial Partial

Oroton Group 27 10 No No No No No No

Overland 13 1 No No No No No No

Oxford 22 3 No No No No No No

Patagonia 68 21 Partial Yes Partial Partial Partial Partial

Pentland Brands 41 12 No Partial No No No No

Postie 40 11 Partial Yes Yes Partial Partial Partial

Princess Polly 48 17 No Partial No No No No

Puma 58 18 Partial Yes Yes Yes Yes Partial

PVH Corp 43 11 Partial Yes Partial Partial Partial Partial

R.M. Williams 33 7 No No No No No No

Ralph Lauren 40 11 Partial Yes Partial Partial Partial Partial

Rebel Sport 13 4 No No No No No No

Retail Apparel Group 35 14 Partial Yes Partial Partial Partial Partial

Rip Curl 52 18 Partial Yes Partial Partial Partial Partial

Rodd & Gunn 58 20 Partial Yes Yes Partial Partial Partial

Seafolly 28 9 No No No No No No

Sheike 0 0 No No No No No No

Shein 4 <1 No No No No No No

Showpo 22 7 No No No No No No

Spotlight Group 1 1 No No No No No No

Sussan Group 23 9 Partial Yes Yes Partial Partial Partial

The Iconic 29 8 No No No No No No

The PAS Group Limited 20 7 No No No No No No

The Warehouse Group 20 5 Partial Yes Yes Yes Yes Partial

ThreeByOne 34 11 Partial Partial Partial Partial Partial Partial

TJX Australia 8 1 No No No No No No

Toms 15 5 No No No No No No

Under Armour 23 6 No No No No No No

UNIQLO 43 12 Partial Yes Yes Yes Yes Partial

Universal Store 21 5 No No No No No No

Vestito (TS14+) 5 1 No No No No No No

VF Corp 54 13 No Yes Yes No No No

Victoria's Secret & Co 38 13 No No No No No No

Voyager Distributing Co 4 1 No No No No No No

Weyco Group 7 <1 No No No No No No

Windsor Smith 0 0 No No No No No No

Wittner 18 2 No No No No No No

WM Ritchie 2 <1 No No No No No No

Wolverine Worldwide 14 2 No No No No No No

Workwear Group 39 16 Partial Yes Yes Yes Yes Partial

Zimmermann 38 14 No Yes No No No No
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2XU 0 0 No 0% 0% 0% No 0% No

Abercrombie & Fitch 23 6 Yes 76-99% 1-25% 0% Yes 0% No

Accent Group 16 4 No 100% 0% 0% No 0% No

Adidas 58 16 Yes 51-75% 26-50% 26-50% Yes 1-25% Partial

ALDI Stores 43 15 Yes 100% 1-25% 1-25% No 0% Yes

Allbirds 27 3 No 100% 0% 0% No 0% No

Ally Fashion 7 1 No 0% 0% 0% No 0% No

Amazon 11 2 Partial 1-25% 0% 0% Yes 0% No

APG & Co 46 17 Yes 100% 51-75% 0% Partial 1-25% Yes

AS COLOUR 66 25 Yes 100% 0% 100% Yes 26-50% Yes

ASICS 31 6 No 76-99% 0% 0% Yes 0% No
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ASOS 41 10 Partial 51-75% 51-75% 0% No 0% Partial

Bardot Pty Ltd 1 0 No 0% 0% 0% No 0% No

Barkers Clothing 34 10 Partial 76-99% 1-25% 1-25% Partial 0% Partial

Best & Less 33 11 Yes 100% 0% 0% No 0% Partial

Big W 34 9 Partial 76-99% 1-25% 1-25% Yes 1-25% Partial

Birkenstock 7 1 No 0% 0% 0% No 0% Partial

Bisley 8 3 No 76-99% 0% 0% No 0% No

Blue Illusion 8 1 No 26-50% 0% 0% No 0% No

Blundstone 18 4 No 76-99% 0% 0% No 0% No

Boardriders 5 2 No 76-99% 0% 0% No 0% No

Boden 38 13 Partial 76-99% 1-25% 1-25% No 0% Partial

Boohoo 24 4 No 100% 0% 0% No 0% No

Brand Collective 
(Apparel)

12 4 Partial 1-25% 0% 0% No 0% Partial

Brand Collective 
(Footwear)

22 4 Partial 76-99% 0% 0% No 0% No

Brandbank 21 8 Partial 76-99% 0% 0% No 0% No

City Beach 3 1 No 1-25% 0% 0% No 0% No

City Chic Collective 34 13 Partial 100% 1-25% 76-99% Partial 0% Yes

Cotton On Group 42 15 Yes 100% 1-25% 1-25% Yes 26-50% Yes

Country Road Group 53 17 Partial 76-99% 1-25% 1-25% Yes 0% Partial

Cue Clothing Co. 29 9 No 76-99% 1-25% 1-25% No 0% No

Culture Kings 5 1 No 1-25% 0% 0% No 0% No

David Jones 42 12 No 76-99% 1-25% 1-25% Yes 0% Partial

Decathlon 32 6 No 76-99% 0% 0% Yes 0% No

Decjuba 16 5 No 1-25% 0% 0% No 0% No

Ezibuy 24 10 Partial 100% 0% 1-25% No 0% Yes

F21 OpCo LLC 3 1 No 1-25% 0% 0% No 0% No

Factory X 36 10 Partial 76-99% 0% 0% Yes 0% Partial

Farmers 2 <1 No 1-25% 0% 0% No 0% No

Fast Future Brands 2 0 No 0% 0% 0% No 0% No

Forever New 52 19 Yes 100% 1-25% 1-25% Yes 0% Yes

Fruit of the Loom 34 10 Partial 76-99% 0% 0% Yes 1-25% Partial

Gap INC 46 12 Yes 76-99% 1-25% 1-25% Yes 0% Partial

General Pants Group 31 11 Partial 100% 1-25% 0% No 0% Yes

Gildan Activewear 54 18 Partial 100% 1-25% 26-50% Yes 0% Partial

Globe International 
Limited

10 2 No 1-25% 0% 0% No 0% No

C. Supplier Relationships & Human Rights 
Monitoring - Final Stage Production Cont.
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H&M 56 14 Yes 51-75% 0% 1-25% Yes 0% Partial

Hallenstein Glasson 
Holdings

56 19 Yes 100% 1-25% 0% Yes 26-50% Yes

Hanesbrands 58 17 Partial 100% 100% 1-25% Yes 1-25% Partial

Hot Springs 32 12 Partial 100% 1-25% 1-25% Yes 1-25% Yes

Hugo Boss Group 51 14 Partial 76-99% 1-25% 51-75% Yes 0% Partial

Inditex 60 20 Yes 100% 1-25% 1-25% Yes 0% Partial

Industrie 7 1 No 51-75% 0% 0% No 0% No

JD Sports 40 10 No 76-99% 1-25% 0% Yes 0% Partial

Jeanswest 5 <1 No 1-25% 0% 0% No 0% No

Just Group 27 12 No 100% 0% 1-25% No 0% Partial

Kathmandu 55 19 Partial 100% 0% 100% Yes 0% Yes

Kmart and Target 
Australia

56 18 Yes 100% 1-25% 0% Partial 0% Yes

Kookai 27 8 Yes 51-75% 0% 0% No 0% Partial

Lacoste 44 12 No 100% 1-25% 1-25% No 0% No

Levi Strauss and Co 39 7 Yes 26-50% 1-25% 1-25% No 0% No

Lorna Jane 20 7 Partial 100% 0% 0% No 0% Partial

Lowes 9 4 No 76-99% 0% 0% Partial 0% No

Lululemon Athletica 56 18 No 76-99% 1-25% 0% Yes 0% Yes

Macpac 52 15 No 76-99% 1-25% 0% Yes 0% Partial

Marks & Spencer 46 13 Partial 100% 0% 0% Yes 0% Partial

Max Fashions 23 8 Partial 76-99% 0% 76-99% Partial 0% Partial

Mighty Good Basics 86 26 Yes 100% 100% 100% No 100% Partial

Mosaic Group 30 10 Partial 100% 0% 1-25% No 0% Yes

Munro Footwear Group 18 5 No 51-75% 1-25% 0% Partial 0% No

Myer 24 8 No 100% 0% 0% Yes 0% Partial

New Balance 52 19 Yes 100% 0% 1-25% Yes 51-75% Yes

Next 43 14 Partial 76-99% 51-75% 1-25% Yes 0% Partial

Ngahuia Group 0 0 No 0% 0% 0% No 0% No

Nike 50 14 Yes 100% 1-25% 1-25% Yes 0% Partial

Nine West 0 0 No 0% 0% 0% No 0% No

Nobody Denim 48 14 Partial 76-99% 1-25% 1-25% No 0% Yes

Novo Shoes Pty Ltd 0 0 No 0% 0% 0% No 0% No

Nudie Jeans Co 57 16 Partial 51-75% 0% 0% Yes 1-25% Yes

Oroton Group 27 10 Partial 76-99% 0% 0% No 0% Yes

Overland 13 1 No 0% 0% 0% No 0% No

Oxford 22 3 No 76-99% 0% 0% No 0% No

Patagonia 68 21 Yes 100% 1-25% 1-25% Yes 1-25% Yes

Pentland Brands 41 12 Partial 76-99% 1-25% 1-25% Yes 0% Partial

Postie 40 11 Partial 100% 0% 0% No 0% Yes

Princess Polly 48 17 Yes 76-99% 1-25% 51-75% Yes 26-50% Yes

Puma 58 18 Yes 76-99% 0% 1-25% Yes 0% Partial

PVH Corp 43 11 Yes 76-99% 1-25% 0% No 0% Partial

R.M. Williams 33 7 No 100% 0% 0% Partial 0% Partial

Ralph Lauren 40 11 Partial 76-99% 1-25% 1-25% Yes 0% Partial

Rebel Sport 13 4 No 76-99% 0% 0% Yes 0% No

Retail Apparel Group 35 14 Yes 100% 76-99% 1-25% No 1-25% Yes

Rip Curl 52 18 Partial 100% 0% 100% Partial 0% Yes

Rodd & Gunn 58 20 Partial 100% 0% 0% Yes 1-25% Yes

Seafolly 28 9 Partial 100% 1-25% 0% No 0% Partial

Sheike 0 0 No 0% 0% 0% No 0% No

Shein 4 <1 No 1-25% 0% 0% Yes 0% No

Showpo 22 7 No 26-50% 0% 0% No 0% Yes

Spotlight Group 1 1 No 1-25% 0% 0% No 0% No

Sussan Group 23 9 Partial 100% 1-25% 0% No 0% Yes

The Iconic 29 8 No 100% 1-25% 0% Yes 0% Partial

The PAS Group Limited 20 7 Partial 51-75% 0% 0% No 0% Partial

The Warehouse Group 20 5 Partial 1-25% 1-25% 0% Yes 0% Partial

ThreeByOne 34 11 No 100% 1-25% 0% No 1-25% Partial

TJX Australia 8 1 No 1-25% 0% 1-25% No 0% No

Toms 15 5 Partial 100% 1-25% 1-25% No 0% No

Under Armour 23 6 No 1-25% 0% 1-25% Yes 0% Partial

UNIQLO 43 12 Partial 100% 1-25% 0% Yes 0% No

Universal Store 21 5 No 100% 0% 0% No 0% No

Vestito (TS14+) 5 1 No 26-50% 0% 0% No 0% No

VF Corp 54 13 Yes 100% 0% 0% Yes 0% Partial

Victoria's Secret & Co 38 13 Yes 100% 51-75% 1-25% Yes 0% Yes

Voyager Distributing Co 4 1 No 1-25% 0% 0% No 0% No

Weyco Group 7 <1 No 1-25% 0% 0% No 0% No

Windsor Smith 0 0 No 0% 0% 0% No 0% No

Wittner 18 2 No 0% 0% 0% No 0% No

WM Ritchie 2 <1 No 1-25% 0% 0% No 0% No

Wolverine Worldwide 14 2 No 1-25% 0% 0% No 0% No

Workwear Group 39 16 Partial 76-99% 1-25% 0% Yes 0% Yes

Zimmermann 38 14 Partial 76-99% 1-25% 1-25% Yes 0% Partial
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2XU 0 0 No 0% 0% 0% No 0% No

Abercrombie & Fitch 23 6 No 0% 0% 0% No 0% No

Accent Group 16 4 No 0% 0% 0% No 0% No

Adidas 58 16 No 1-25% 1-25% 0% No 1-25% Partial

ALDI Stores 43 15 Partial 1-25% 1-25% 0% No 0% Partial

Allbirds 27 3 No 0% 0% 0% No 0% No

Ally Fashion 7 1 No 0% 0% 0% No 0% No

Amazon 11 2 No 0% 0% 0% No 0% No

APG & Co 46 17 Partial 26-50% 26-50% 0% Partial 1-25% Yes

AS COLOUR 66 25 Yes 76-99% 1-25% 100% Yes 1-25% Yes

ASICS 31 6 No 0% 0% 0% No 0% No

CO
M

PA
NY

FI
NA

L S
CO

RE

SU
PP

LI
ER

 R
EL

AT
IO

NS
HI

PS
 &

 H
UM

AN
 R

IG
HT

S 
M

ON
IT

OR
IN

G 
- S

CO
RE

 O
UT

 O
F 

34

8.
 G

EN
DE

R 
IN

EQ
UA

LI
TY

:  
C

om
pa

ny
 id

en
tif

ie
s 

an
d 

w
or

ks
 to

 a
dd

re
ss

 
ge

nd
er

 in
eq

ua
lit

y 
an

d 
di

sc
rim

in
at

io
n 

th
ro

ug
ho

ut
 it

s 
su

pp
ly

 c
ha

in
. 

9.
 M

ON
IT

OR
IN

G:
 

C
om

pa
ny

 re
gu

la
rly

 m
on

ito
rs

 la
bo

ur
 ri

gh
ts

 
st

an
da

rd
s 

th
ro

ug
ho

ut
 it

s 
su

pp
ly

 c
ha

in
 

in
cl

ud
in

g 
im

pl
em

en
ta

tio
n 

of
 it

s 
co

de
 o

f 
co

nd
uc

t a
nd

 s
up

pl
y 

ch
ai

n 
po

lic
ie

s. 

10
. R

EM
ED

Y 
AN

D 
CO

RR
EC

TI
VE

 A
CT

IO
N:

 
C

om
pa

ny
 e

ns
ur

es
 a

ll 
la

bo
ur

 ri
gh

ts
 is

su
es

 
an

d 
vi

ol
at

io
ns

 a
re

 re
m

ed
ia

te
d 

in
 th

e 
be

st
 

in
te

re
st

s 
of

 th
e 

im
pa

ct
ed

 w
or

ke
rs

 a
nd

 
th

ei
r c

om
m

un
iti

es
.

8.1
 D

oe
s 

th
e 

co
m

pa
ny

 h
av

e 
a 

po
lic

y 
ad

dr
es

sin
g 

ge
nd

er
 in

eq
ua

lit
y 

in
 th

e 
su

pp
ly

 c
ha

in
, in

cl
ud

in
g 

a 
st

ra
te

gy
 to

 a
dd

re
ss

 d
isc

rim
in

at
io

n 
an

d 
rig

ht
s 

vi
ol

at
io

ns
 

fa
ce

d 
by

 w
om

en
 in

 th
e 

ap
pa

re
l in

du
st

ry
?

9.1
 W

ha
t p

er
ce

nt
ag

e 
of

 fa
ci

lit
ie

s 
ar

e 
m

on
ito

re
d 

ov
er

 a
 2

-y
ea

r p
er

io
d 

by
 tr

ai
ne

d 
so

ci
al

 a
ud

ito
rs

 
or

 th
ro

ug
h 

w
or

ke
r-

le
d 

pr
oc

es
se

s?

9.
2 

W
ha

t p
er

ce
nt

ag
e 

of
 fa

ci
lit

ie
s 

ar
e 

m
on

ito
re

d 
w

ith
 

un
an

no
un

ce
d 

au
di

ts
 o

ve
r a

 2
-y

ea
r p

er
io

d?

9.
3 

W
ha

t p
er

ce
nt

ag
e 

of
 fa

ci
lit

ie
s 

ar
e 

kn
ow

n 
to

 h
av

e 
ot

he
r 

w
or

ke
r v

oi
ce

 p
ro

ce
ss

es
 s

uc
h 

as
 a

no
ny

m
ou

s 
w

or
ke

r 
su

rv
ey

s 
or

 o
ff-

sit
e 

w
or

ke
r i

nt
er

vi
ew

s 
in

 p
la

ce
?	

9.
4 

D
oe

s 
th

e 
co

m
pa

ny
 p

ub
lic

ly
 re

po
rt 

on
 th

e 
re

su
lts

 
of

 s
up

pl
ie

r m
on

ito
rin

g 
an

d 
ev

al
ua

tio
n 

pr
oc

ed
ur

es
?

10
.1 

W
ha

t p
er

ce
nt

ag
e 

of
 c

or
re

ct
iv

e 
ac

tio
n 

pl
an

s 
pe

rta
in

in
g 

to
 w

ag
es

 a
nd

/o
r o

ve
rti

m
e 

ar
e 

re
so

lv
ed

 w
ith

in
 12

 m
on

th
s?

10
.2

 W
he

re
 c

hi
ld

 a
nd

/o
r f

or
ce

d 
la

bo
ur

 is
 fo

un
d 

to
 e

xis
t, 

do
es

 th
e 

co
m

pa
ny

 h
av

e 
a 

pr
oc

es
s 

fo
r r

es
po

nd
in

g 
to

 
vi

ol
at

io
ns

 th
ro

ug
h 

di
al

og
ue

 w
ith

 a
nd

 p
rim

ar
y 

co
ns

id
er

at
io

n 
fo

r t
he

 b
es

t i
nt

er
es

ts
 o

f t
he

 a
ffe

ct
ed

 s
ta

ke
ho

ld
er

s?

ASOS 41 10 No 0% 0% 0% No 0% No

Bardot Pty Ltd 1 0 No 0% 0% 0% No 0% No

Barkers Clothing 34 10 Partial 1-25% 1-25% 0% No 1-25% Partial

Best & Less 33 11 No 1-25% 1-25% 0% No 1-25% Partial

Big W 34 9 No 1-25% 0% 0% Yes 1-25% Partial

Birkenstock 7 1 No 0% 0% 0% No 0% No

Bisley 8 3 No 0% 0% 0% No 0% No

Blue Illusion 8 1 No 0% 0% 0% No 0% No

Blundstone 18 4 No 1-25% 0% 0% No 0% No

Boardriders 5 2 No 0% 0% 0% No 0% No

Boden 38 13 No 1-25% 1-25% 0% No 1-25% Partial

Boohoo 24 4 No 0% 0% 0% No 0% No

Brand Collective 
(Apparel)

12 4 No 1-25% 0% 0% No 0% No

Brand Collective 
(Footwear)

22 4 No 1-25% 0% 0% No 0% No

Brandbank 21 8 Partial 1-25% 0% 0% No 0% No

City Beach 3 1 No 0% 0% 0% No 0% No

City Chic Collective 34 13 No 26-50% 0% 0% Partial 0% Partial

Cotton On Group 42 15 Partial 1-25% 0% 0% No 1-25% Partial

Country Road Group 53 17 No 1-25% 1-25% 0% No 1-25% Partial

Cue Clothing Co. 29 9 No 1-25% 1-25% 0% No 1-25% Partial

Culture Kings 5 1 No 0% 0% 0% No 0% No

David Jones 42 12 No 1-25% 1-25% 0% No 1-25% Partial

Decathlon 32 6 No 76-99% 0% 0% Yes 0% No

Decjuba 16 5 No 0% 0% 0% No 0% No

Ezibuy 24 10 No 0% 0% 0% No 0% No

F21 OpCo LLC 3 1 No 0% 0% 0% No 0% No

Factory X 36 10 Partial 1-25% 0% 0% No 0% Partial

Farmers 2 <1 No 0% 0% 0% No 0% No

Fast Future Brands 2 0 No 0% 0% 0% No 0% No

Forever New 52 19 Partial 1-25% 0% 0% No 0% Partial

Fruit of the Loom 34 10 No 0% 0% 0% No 0% No

Gap INC 46 12 No 1-25% 1-25% 1-25% No 0% Partial

General Pants Group 31 11 No 0% 0% 0% No 0% Partial

Gildan Activewear 54 18 Partial 76-99% 0% 100% Yes 0% Partial

Globe International 
Limited

10 2 No 0% 0% 0% No 0% No

C. Supplier Relationships & Human Rights 
Monitoring - Inputs Production Cont.
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H&M 56 14 Partial 51-75% 0% 0% No 0% Partial

Hallenstein Glasson 
Holdings

56 19 No 26-50% 1-25% 0% No 1-25% Partial

Hanesbrands 58 17 No 26-50% 26-50% 1-25% Partial 1-25% Partial

Hot Springs 32 12 No 1-25% 0% 0% No 0% No

Hugo Boss Group 51 14 Partial 1-25% 0% 1-25% Partial 0% Partial

Inditex 60 20 Yes 100% 1-25% 1-25% Yes 0% Partial

Industrie 7 1 No 0% 0% 0% No 0% No

JD Sports 40 10 No 0% 0% 0% No 0% No

Jeanswest 5 <1 No 0% 0% 0% No 0% No

Just Group 27 12 No 1-25% 0% 0% No 0% No

Kathmandu 55 19 No 1-25% 1-25% 0% No 1-25% Yes

Kmart and Target 
Australia

56 18 Partial 26-50% 1-25% 0% Partial 1-25% Partial

Kookai 27 8 No 26-50% 0% 0% No 0% Partial

Lacoste 44 12 No 100% 1-25% 1-25% No 1-25% Partial

Levi Strauss and Co 39 7 Yes 1-25% 1-25% 1-25% No 0% No

Lorna Jane 20 7 No 0% 0% 0% No 0% No

Lowes 9 4 No 0% 0% 0% No 0% No

Lululemon Athletica 56 18 No 76-99% 1-25% 0% Yes 0% Yes

Macpac 52 15 No 1-25% 1-25% 0% No 1-25% Partial

Marks & Spencer 46 13 No 0% 0% 0% No 0% No

Max Fashions 23 8 No 0% 0% 0% No 0% No

Mighty Good Basics 86 26 Yes 100% 100% 100% No 100% Partial

Mosaic Group 30 10 No 0% 0% 0% No 0% No

Munro Footwear Group 18 5 No 0% 0% 0% No 0% No

Myer 24 8 No 1-25% 0% 0% No 0% No

New Balance 52 19 No 1-25% 0% 0% No 0% No

Next 43 14 No 1-25% 1-25% 1-25% No 0% Partial

Ngahuia Group 0 0 No 0% 0% 0% No 0% No

Nike 50 14 No 1-25% 0% 0% Yes 0% Partial

Nine West 0 0 No 0% 0% 0% No 0% No

Nobody Denim 48 14 Partial 76-99% 1-25% 0% No 1-25% Partial

Novo Shoes Pty Ltd 0 0 No 0% 0% 0% No 0% No

Nudie Jeans Co 57 16 Partial 1-25% 0% 0% Yes 1-25% Yes

Oroton Group 27 10 Partial 1-25% 0% 0% No 0% Yes

Overland 13 1 No 1-25% 0% 0% No 0% No

Oxford 22 3 No 1-25% 1-25% 0% No 1-25% Partial

Patagonia 68 21 Partial 1-25% 0% 1-25% Yes 1-25% Yes

Pentland Brands 41 12 No 1-25% 0% 0% No 0% Partial

Postie 40 11 No 1-25% 1-25% 0% No 1-25% Partial

Princess Polly 48 17 Partial 26-50% 0% 26-50% No 0% Partial

Puma 58 18 Partial 26-50% 0% 1-25% Partial 0% Partial

PVH Corp 43 11 No 0% 0% 0% No 0% No

R.M. Williams 33 7 No 51-75% 0% 0% No 0% No

Ralph Lauren 40 11 No 1-25% 0% 0% Partial 0% Partial

Rebel Sport 13 4 No 0% 0% 0% No 0% No

Retail Apparel Group 35 14 No 1-25% 1-25% 0% No 0% Partial

Rip Curl 52 18 No 1-25% 1-25% 0% Partial 1-25% Yes

Rodd & Gunn 58 20 Partial 76-99% 1-25% 0% Partial 1-25% Partial

Seafolly 28 9 Partial 26-50% 1-25% 0% No 0% Partial

Sheike 0 0 No 0% 0% 0% No 0% No

Shein 4 <1 No 0% 0% 0% No 0% No

Showpo 22 7 No 0% 0% 0% No 0% No

Spotlight Group 1 1 No 0% 0% 0% No 0% No

Sussan Group 23 9 Partial 1-25% 0% 0% No 0% Partial

The Iconic 29 8 No 0% 0% 0% No 0% No

The PAS Group Limited 20 7 Partial 0% 1-25% 0% No 1-25% Partial

The Warehouse Group 20 5 No 0% 0% 0% No 0% No

ThreeByOne 34 11 No 1-25% 1-25% 0% No 1-25% Partial

TJX Australia 8 1 No 0% 0% 0% No 0% No

Toms 15 5 No 1-25% 0% 0% No 0% No

Under Armour 23 6 No 0% 0% 0% No 0% No

UNIQLO 43 12 No 1-25% 1-25% 0% No 0% No

Universal Store 21 5 No 0% 0% 0% No 0% No

Vestito (TS14+) 5 1 No 0% 0% 0% No 0% No

VF Corp 54 13 Partial 1-25% 0% 0% Partial 0% Partial

Victoria's Secret & Co 38 13 Partial 1-25% 1-25% 0% No 0% No

Voyager Distributing Co 4 1 No 0% 0% 0% No 0% No

Weyco Group 7 <1 No 1-25% 0% 0% No 0% No

Windsor Smith 0 0 No 0% 0% 0% No 0% No

Wittner 18 2 No 1-25% 0% 0% No 0% No

WM Ritchie 2 <1 No 0% 0% 0% No 0% No

Wolverine Worldwide 14 2 No 1-25% 0% 0% No 0% No

Workwear Group 39 16 Partial 76-99% 1-25% 0% No 0% Yes

Zimmermann 38 14 Partial 1-25% 0% 1-25% Yes 0% Partial
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2XU 0 0 No 0% 0% 0% No 0% No

Abercrombie & Fitch 23 6 Yes 1-25% 1-25% 1-25% No 0% Partial

Accent Group 16 4 Yes 1-25% 1-25% 1-25% No 0% Partial

Adidas 58 16 Yes 1-25% 1-25% 1-25% No 0% Partial

ALDI Stores 43 15 Partial 1-25% 1-25% 1-25% No 0% Partial

Allbirds 27 3 No 1-25% 0% 0% No 0% No

Ally Fashion 7 1 No 0% 0% 0% No 0% No

Amazon 11 2 Yes 1-25% 1-25% 1-25% No 0% Partial

APG & Co 46 17 No 0% 0% 0% No 0% No

AS COLOUR 66 25 Partial 1-25% 1-25% 1-25% No 1-25% Partial

ASICS 31 6 No 1-25% 1-25% 1-25% No 0% Partial
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ASOS 41 10 Partial 1-25% 1-25% 1-25% No 0% Partial

Bardot Pty Ltd 1 0 No 0% 0% 0% No 0% No

Barkers Clothing 34 10 Yes 1-25% 1-25% 1-25% No 0% Partial

Best & Less 33 11 Partial 1-25% 1-25% 0% No 1-25% Partial

Big W 34 9 Yes 1-25% 1-25% 1-25% No 0% Partial

Birkenstock 7 1 No 0% 0% 0% No 0% No

Bisley 8 3 No 0% 0% 0% No 0% No

Blue Illusion 8 1 Yes 1-25% 1-25% 1-25% No 0% Partial

Blundstone 18 4 No 0% 0% 0% No 0% No

Boardriders 5 2 No 0% 0% 0% No 0% No

Boden 38 13 Yes 1-25% 1-25% 1-25% No 0% Partial

Boohoo 24 4 No 0% 0% 0% No 0% No

Brand Collective 
(Apparel)

12 4 No 0% 0% 0% No 0% No

Brand Collective 
(Footwear)

22 4 No 0% 0% 0% No 0% No

Brandbank 21 8 Yes 1-25% 1-25% 1-25% No 0% Partial

City Beach 3 1 No 0% 0% 0% No 0% No

City Chic Collective 34 13 No 0% 0% 0% No 0% No

Cotton On Group 42 15 Yes 1-25% 1-25% 1-25% No 0% Partial

Country Road Group 53 17 Partial 1-25% 1-25% 1-25% No 1-25% Partial

Cue Clothing Co. 29 9 No 0% 0% 0% No 0% No

Culture Kings 5 1 No 0% 0% 0% No 0% No

David Jones 42 12 Partial 1-25% 1-25% 1-25% No 0% Partial

Decathlon 32 6 Yes 1-25% 1-25% 1-25% No 0% No

Decjuba 16 5 Yes 1-25% 1-25% 1-25% No 0% Partial

Ezibuy 24 10 No 0% 0% 0% No 0% No

F21 OpCo LLC 3 1 No 0% 0% 0% No 0% No

Factory X 36 10 Yes 1-25% 1-25% 1-25% No 0% Partial

Farmers 2 <1 No 0% 0% 0% No 0% No

Fast Future Brands 2 0 No 0% 0% 0% No 0% No

Forever New 52 19 Partial 1-25% 1-25% 1-25% No 0% Partial

Fruit of the Loom 34 10 No 0% 0% 0% No 0% No

Gap INC 46 12 Yes 1-25% 1-25% 1-25% No 0% Partial

General Pants Group 31 11 Yes 1-25% 1-25% 1-25% No 0% Partial

Gildan Activewear 54 18 Partial 1-25% 1-25% 1-25% No 0% Partial

Globe International 
Limited

10 2 No 0% 0% 0% No 0% No

C. Supplier Relationships & Human Rights 
Monitoring - Raw Material Production Cont.
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H&M 56 14 Yes 1-25% 1-25% 1-25% No 0% Partial

Hallenstein Glasson 
Holdings

56 19 No 0% 0% 0% No 0% No

Hanesbrands 58 17 Partial 1-25% 1-25% 0% No 1-25% Partial

Hot Springs 32 12 No 0% 0% 0% No 0% No

Hugo Boss Group 51 14 Partial 1-25% 1-25% 1-25% No 0% Partial

Inditex 60 20 Partial 1-25% 1-25% 1-25% No 0% Partial

Industrie 7 1 No 0% 0% 0% No 0% No

JD Sports 40 10 Yes 1-25% 1-25% 1-25% No 0% Partial

Jeanswest 5 <1 No 0% 0% 0% No 0% No

Just Group 27 12 Yes 1-25% 1-25% 1-25% No 0% Partial

Kathmandu 55 19 Yes 1-25% 1-25% 1-25% No 0% Partial

Kmart and Target 
Australia

56 18 Partial 1-25% 1-25% 1-25% No 0% Partial

Kookai 27 8 No 0% 0% 0% No 0% No

Lacoste 44 12 No 0% 0% 0% No 0% No

Levi Strauss and Co 39 7 Partial 1-25% 1-25% 1-25% No 0% Partial

Lorna Jane 20 7 No 0% 0% 0% No 0% No

Lowes 9 4 No 0% 0% 0% No 0% No

Lululemon Athletica 56 18 No 0% 0% 0% No 0% No

Macpac 52 15 Yes 1-25% 1-25% 0% No 0% Partial

Marks & Spencer 46 13 Yes 1-25% 1-25% 1-25% No 0% Partial

Max Fashions 23 8 No 0% 0% 0% No 0% No

Mighty Good Basics 86 26 Yes 1-25% 1-25% 0% No 0% Partial

Mosaic Group 30 10 No 0% 0% 0% No 0% No

Munro Footwear Group 18 5 No 0% 0% 0% No 0% No

Myer 24 8 No 0% 0% 0% No 0% No

New Balance 52 19 Yes 1-25% 1-25% 1-25% No 0% Partial

Next 43 14 Yes 1-25% 1-25% 1-25% No 0% Partial

Ngahuia Group 0 0 No 0% 0% 0% No 0% No

Nike 50 14 Yes 1-25% 1-25% 1-25% No 0% Partial

Nine West 0 0 No 0% 0% 0% No 0% No

Nobody Denim 48 14 Partial 1-25% 1-25% 0% No 1-25% Partial

Novo Shoes Pty Ltd 0 0 No 0% 0% 0% No 0% No

Nudie Jeans Co 57 16 Partial 1-25% 0% 0% Partial 0% Yes

Oroton Group 27 10 No 0% 0% 0% No 0% No

Overland 13 1 No 0% 0% 0% No 0% No

Oxford 22 3 No 0% 0% 0% No 0% No

Patagonia 68 21 Partial 1-25% 1-25% 0% No 0% Yes

Pentland Brands 41 12 No 0% 0% 0% No 0% No

Postie 40 11 Partial 1-25% 1-25% 0% No 1-25% Partial

Princess Polly 48 17 No 0% 0% 0% No 0% No

Puma 58 18 Yes 1-25% 1-25% 1-25% No 0% Partial

PVH Corp 43 11 Partial 1-25% 1-25% 1-25% No 0% Partial

R.M. Williams 33 7 No 0% 0% 0% No 0% No

Ralph Lauren 40 11 Partial 1-25% 1-25% 1-25% No 0% Partial

Rebel Sport 13 4 No 0% 0% 0% No 0% No

Retail Apparel Group 35 14 Partial 1-25% 1-25% 1-25% No 0% Partial

Rip Curl 52 18 Partial 1-25% 1-25% 1-25% No 0% Partial

Rodd & Gunn 58 20 Partial 1-25% 1-25% 0% No 1-25% Partial

Seafolly 28 9 No 0% 0% 0% No 0% No

Sheike 0 0 No 0% 0% 0% No 0% No

Shein 4 <1 No 0% 0% 0% No 0% No

Showpo 22 7 No 0% 0% 0% No 0% No

Spotlight Group 1 1 No 0% 0% 0% No 0% No

Sussan Group 23 9 Partial 1-25% 1-25% 0% No 1-25% Partial

The Iconic 29 8 No 0% 0% 0% No 0% No

The PAS Group Limited 20 7 No 0% 0% 0% No 0% No

The Warehouse Group 20 5 Yes 1-25% 1-25% 1-25% No 0% Partial

ThreeByOne 34 11 Partial 1-25% 1-25% 0% No 1-25% Partial

TJX Australia 8 1 No 0% 0% 0% No 0% No

Toms 15 5 No 0% 0% 0% No 0% No

Under Armour 23 6 No 0% 0% 0% No 0% No

UNIQLO 43 12 Yes 1-25% 1-25% 1-25% No 0% Partial

Universal Store 21 5 No 0% 0% 0% No 0% No

Vestito (TS14+) 5 1 No 0% 0% 0% No 0% No

VF Corp 54 13 No 1-25% 0% 0% No 0% No

Victoria's Secret & Co 38 13 No 0% 0% 0% No 0% No

Voyager Distributing Co 4 1 No 0% 0% 0% No 0% No

Weyco Group 7 <1 No 0% 0% 0% No 0% No

Windsor Smith 0 0 No 0% 0% 0% No 0% No

Wittner 18 2 No 0% 0% 0% No 0% No

WM Ritchie 2 <1 No 0% 0% 0% No 0% No

Wolverine Worldwide 14 2 No 0% 0% 0% No 0% No

Workwear Group 39 16 Yes 1-25% 1-25% 1-25% No 0% Partial

Zimmermann 38 14 No 0% 0% 0% No 0% No
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2XU 0 0 No No 0% 0% No 0% No

Abercrombie & Fitch 23 2 No No 0% 0% Partial 0% Partial

Accent Group 16 1 No Partial 0% 0% No 0% No

Adidas 58 7 Yes Partial 0% 1-25% Partial 0% Yes

ALDI Stores 43 4 Partial No 0% 1-25% Partial 0% Partial

Allbirds 27 0 No No 0% 0% No 0% No

Ally Fashion 7 0 No No 0% 0% No 0% No

Amazon 11 <1 No No 0% 0% No 0% Partial

APG & Co 46 5 Partial Partial 0% 1-25% Partial 26-50% Partial

AS COLOUR 66 11 No Yes 1-25% 100% Yes 100% Partial

ASICS 31 2 No Partial 0% 0% No 0% Partial
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ASOS 41 4 Partial Partial 0% 1-25% Partial 26-50% Partial

Bardot Pty Ltd 1 0 No No 0% 0% No 0% No

Barkers Clothing 34 4 Partial Partial 0% 1-25% Partial 0% Partial

Best & Less 33 3 Yes Partial 0% 1-25% No 0% Partial

Big W 34 4 Partial Partial 0% 26-
50% No 26-50% Yes

Birkenstock 7 0 No No 0% 0% No 0% No

Bisley 8 0 No No 0% 0% No 0% No

Blue Illusion 8 <1 No No 0% 0% No 0% No

Blundstone 18 0 No No 0% 0% No 0% No

Boardriders 5 0 No No 0% 0% No 0% No

Boden 38 4 No No 0% 0% Partial 1-25% Partial

Boohoo 24 1 No No 0% 0% No 0% Partial

Brand Collective 
(Apparel)

12 1 No No 0% 0% No 1-25% Partial

Brand Collective 
(Footwear)

22 2 No No 0% 0% No 0% Yes

Brandbank 21 <1 No No 0% 0% No 1-25% No

City Beach 3 0 No No 0% 0% No 0% No

City Chic Collective 34 4 Partial Yes 0% 1-25% Partial 1-25% Partial

Cotton On Group 42 4 Partial Partial 0% 26-
50% Partial 1-25% Partial

Country Road Group 53 8 Yes Partial 1-25% 26-
50% Yes 1-25% Partial

Cue Clothing Co. 29 5 No No 26-
50%

26-
50% Partial 26-50% Partial

Culture Kings 5 0 No No 0% 0% No 0% No

David Jones 42 6 Yes Partial 1-25% 26-
50% Yes 1-25% Partial

Decathlon 32 2 No No 0% 0% Partial 0% Partial

Decjuba 16 1 No No 0% 0% No 0% No

Ezibuy 24 1 Partial No 0% 0% No 0% Partial

F21 OpCo LLC 3 0 No No 0% 0% No 0% No

Factory X 36 3 Yes Partial 1-25% 1-25% No 0% Partial

Farmers 2 0 No No 0% 0% No 0% No

Fast Future Brands 2 0 No No 0% 0% No 0% No

Forever New 52 6 Partial Yes 0% 0% Partial 1-25% Partial

Fruit of the Loom 34 3 Partial Partial 0% 1-25% Partial 1-25% Partial

Gap INC 46 4 No No 0% 1-25% Partial 1-25% Yes

General Pants Group 31 2 No No 0% 0% Partial 1-25% No

Gildan Activewear 54 8 Partial Partial 0% 1-25% Partial 1-25% Yes

Globe International 
Limited

10 0 No No 0% 0% No 0% No

D. Worker Empowerment -  
Final Stage Production
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H&M 56 6 Yes Partial 0% 26-
50% Partial 26-50% Partial

Hallenstein Glasson 
Holdings

56 9 Partial Yes 1-25% 26-
50% Yes 76-99% Partial

Hanesbrands 58 10 Partial Partial 1-25% 76-
99% Yes 26-50% Yes

Hot Springs 32 4 Yes Partial 0% 1-25% Partial 1-25% Partial

Hugo Boss Group 51 6 Partial Partial 0% 1-25% Partial 26-50% Partial

Inditex 60 9 Partial Partial 0% 26-
50% Partial 26-50% Yes

Industrie 7 0 No No 0% 0% No 0% No

JD Sports 40 2 No Partial 0% 0% No 0% Partial

Jeanswest 5 1 Partial Partial 0% 0% No 0% No

Just Group 27 2 Partial Partial 0% 0% No 1-25% No

Kathmandu 55 6 Partial Partial 0% 0% Partial 1-25% Yes

Kmart and Target 
Australia

56 7 Yes Partial 0% 76-
99% Partial 1-25% Partial

Kookai 27 2 No No 0% 26-
50% Partial 1-25% No

Lacoste 44 1 No No 0% 0% No 0% No

Levi Strauss and Co 39 2 No No 0% 0% Partial 0% Partial

Lorna Jane 20 3 Partial No 0% 26-
50% Partial 0% Partial

Lowes 9 1 No No 0% 0% Partial 0% No

Lululemon Athletica 56 7 No No 0% 0% Yes 1-25% Yes

Macpac 52 5 No No 0% 0% Partial 1-25% Partial

Marks & Spencer 46 4 No No 0% 1-25% Partial 1-25% Yes

Max Fashions 23 2 No No 0% 0% Partial 0% Partial

Mighty Good Basics 86 22 Partial Yes 100% 100% Yes 100% Yes

Mosaic Group 30 3 Yes Partial 0% 1-25% Partial 0% Partial

Munro Footwear Group 18 1 No Partial 0% 0% No 1-25% No

Myer 24 3 Partial Partial 0% 0% Partial 1-25% Partial

New Balance 52 6 Yes Partial 0% 1-25% Partial 51-75% Partial

Next 43 4 No No 0% 1-25% Partial 0% Yes

Ngahuia Group 0 0 No No 0% 0% No 0% No

Nike 50 5 Partial Partial 0% 1-25% Yes 0% Partial

Nine West 0 0 No No 0% 0% No 0% No

Nobody Denim 48 7 No No 51-
75%

51-
75% Partial 51-75% Partial

Novo Shoes Pty Ltd 0 0 No No 0% 0% No 0% No

Nudie Jeans Co 57 10 Partial Yes 1-25% 51-
75% Partial 26-50% Yes

Oroton Group 27 2 No No 0% 0% Partial 1-25% Partial

Overland 13 0 No No 0% 0% No 0% No

Oxford 22 1 Yes No 0% 0% No 1-25% No

Patagonia 68 11 Yes Yes 26-
50% 100% Yes 26-50% Yes

Pentland Brands 41 4 Partial No 0% 26-
50% Partial 26-50% Partial

Postie 40 5 Yes Partial 0% 51-
75% Partial 1-25% Yes

Princess Polly 48 8 Yes Yes 0% 1-25% Yes 76-99% Partial

Puma 58 7 Yes Partial 0% 1-25% Partial 1-25% Yes

PVH Corp 43 4 Partial Partial 0% 1-25% No 26-50% Partial

R.M. Williams 33 1 No No 0% 0% No 1-25% Partial

Ralph Lauren 40 3 Partial Partial 0% 1-25% Partial 0% Partial

Rebel Sport 13 1 No No 0% 0% No 0% Partial

Retail Apparel Group 35 5 No Partial 0% 26-
50% Partial 76-99% Partial

Rip Curl 52 7 Partial Partial 0% 1-25% Partial 1-25% Yes

Rodd & Gunn 58 7 No Yes 0% 1-25% Partial 1-25% Partial

Seafolly 28 3 No No 0% 0% Partial 0% Partial

Sheike 0 0 No No 0% 0% No 0% No

Shein 4 0 No No 0% 0% No 0% No

Showpo 22 2 No No 0% 1-25% Partial 1-25% Partial

Spotlight Group 1 0 No No 0% 0% No 0% No

Sussan Group 23 2 No Partial 0% 0% Partial 1-25% No

The Iconic 29 2 No No 0% 0% Partial 1-25% Partial

The PAS Group Limited 20 1 No No 0% 0% Partial 1-25% No

The Warehouse Group 20 2 No No 0% 0% Partial 0% Partial

ThreeByOne 34 4 No Partial 0% 1-25% Partial 1-25% No

TJX Australia 8 <1 No No 0% 0% Partial 0% No

Toms 15 1 No Partial 0% 0% Partial 0% No

Under Armour 23 1 No No 0% 0% No 0% Partial

UNIQLO 43 3 Partial Partial 0% 0% No 0% Yes

Universal Store 21 <1 No Partial 0% 0% No 0% No

Vestito (TS14+) 5 0 No No 0% 0% No 0% No

VF Corp 54 5 Partial No 0% 1-25% Partial 0% Yes

Victoria's Secret & Co 38 3 No No 0% 0% Partial 0% Partial

Voyager Distributing Co 4 1 No No 0% 0% No 76-99% No

Weyco Group 7 0 No No 0% 0% No 0% No

Windsor Smith 0 0 No No 0% 0% No 0% No

Wittner 18 0 No No 0% 0% No 0% No

WM Ritchie 2 0 No No 0% 0% No 0% No

Wolverine Worldwide 14 0 No No 0% 0% No 0% No

Workwear Group 39 3 No No 1-25% 1-25% Partial 1-25% Partial

Zimmermann 38 <1 No No 0% 1-25% No 1-25% No
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2XU 0 0 No No 0% 0% No 0% No

Abercrombie & Fitch 23 2 No No 0% 0% No 0% No

Accent Group 16 1 No Partial 0% 0% No 0% No

Adidas 58 7 No Partial 0% 1-25% Partial 0% Partial

ALDI Stores 43 4 No No 0% 0% Partial 0% Partial

Allbirds 27 0 No No 0% 0% No 0% No

Ally Fashion 7 0 No No 0% 0% No 0% No

Amazon 11 <1 No No 0% 0% No 0% No

APG & Co 46 5 Partial Partial 0% 1-25% Partial 1-25% Partial

AS COLOUR 66 11 No Yes 0% 51-
75% Partial 51-75% Partial

ASICS 31 2 No No 0% 0% No 0% No
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ASOS 41 4 No No 0% 0% No 0% No

Bardot Pty Ltd 1 0 No No 0% 0% No 0% No

Barkers Clothing 34 4 No No 0% 0% Partial 0% Partial

Best & Less 33 3 No No 0% 0% Partial 0% Partial

Big W 34 4 No No 0% 0% No 0% Partial

Birkenstock 7 0 No No 0% 0% No 0% No

Bisley 8 0 No No 0% 0% No 0% No

Blue Illusion 8 <1 No No 0% 0% No 0% No

Blundstone 18 0 No No 0% 0% No 0% No

Boardriders 5 0 No No 0% 0% No 0% No

Boden 38 4 No No 0% 0% Partial 0% Partial

Boohoo 24 1 No No 0% 0% No 0% No

Brand Collective 
(Apparel)

12 1 No No 0% 0% No 0% No

Brand Collective 
(Footwear)

22 2 No No 0% 0% No 0% No

Brandbank 21 <1 No No 0% 0% No 0% No

City Beach 3 0 No No 0% 0% No 0% No

City Chic Collective 34 4 No Partial 0% 0% No 0% No

Cotton On Group 42 4 No No 0% 0% No 0% No

Country Road Group 53 8 No No 0% 1-25% Partial 1-25% Partial

Cue Clothing Co. 29 5 No No 0% 0% Partial 0% Partial

Culture Kings 5 0 No No 0% 0% No 0% No

David Jones 42 6 No No 0% 1-25% Partial 0% Partial

Decathlon 32 2 No No 0% 0% No 0% No

Decjuba 16 1 No No 0% 0% No 0% No

Ezibuy 24 1 No No 0% 0% No 0% No

F21 OpCo LLC 3 0 No No 0% 0% No 0% No

Factory X 36 3 No No 0% 0% No 0% No

Farmers 2 0 No No 0% 0% No 0% No

Fast Future Brands 2 0 No No 0% 0% No 0% No

Forever New 52 6 No Partial 0% 0% Partial 0% Partial

Fruit of the Loom 34 3 No No 0% 0% No 1-25% No

Gap INC 46 4 No No 0% 0% No 0% No

General Pants Group 31 2 No No 0% 0% No 0% No

Gildan Activewear 54 8 Partial Partial 0% 1-25% Yes 1-25% Yes

Globe International 
Limited

10 0 No No 0% 0% No 0% No

D. Worker Empowerment -  
Inputs Production
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H&M 56 6 Yes Partial 0% 0% Partial 1-25% Partial

Hallenstein Glasson 
Holdings

56 9 No Yes 0% 0% Partial 0% Partial

Hanesbrands 58 10 Partial Partial 1-25% 76-
99% Partial 1-25% Yes

Hot Springs 32 4 Partial No 0% 0% No 0% No

Hugo Boss Group 51 6 No No 0% 0% Partial 0% Partial

Inditex 60 9 Partial Partial 0% 26-
50% Partial 26-50% Yes

Industrie 7 0 No No 0% 0% No 0% No

JD Sports 40 2 No No 0% 0% No 0% No

Jeanswest 5 1 No No 0% 0% No 0% No

Just Group 27 2 No Partial 0% 0% No 0% No

Kathmandu 55 6 No Partial 0% 0% Partial 0% Partial

Kmart and Target 
Australia

56 7 Partial Partial 0% 1-25% Partial 1-25% Partial

Kookai 27 2 No No 0% 0% Partial 1-25% No

Lacoste 44 1 No No 0% 0% Partial 0% Partial

Levi Strauss and Co 39 2 No No 0% 0% Partial 0% Partial

Lorna Jane 20 3 No No 0% 0% No 0% No

Lowes 9 1 No No 0% 0% No 0% No

Lululemon Athletica 56 7 No No 0% 0% Yes 1-25% Yes

Macpac 52 5 No No 0% 0% Partial 0% Partial

Marks & Spencer 46 4 No No 0% 0% No 0% No

Max Fashions 23 2 No No 0% 0% No 0% No

Mighty Good Basics 86 22 Partial Yes 100% 100% Yes 100% Yes

Mosaic Group 30 3 No No 0% 0% No 0% No

Munro Footwear Group 18 1 No No 0% 0% No 0% No

Myer 24 3 No No 0% 0% No 0% No

New Balance 52 6 No No 0% 0% No 0% No

Next 43 4 No No 0% 0% No 0% Partial

Ngahuia Group 0 0 No No 0% 0% No 0% No

Nike 50 5 No No 0% 0% Partial 0% Partial

Nine West 0 0 No No 0% 0% No 0% No

Nobody Denim 48 7 No No 0% 0% Partial 1-25% Partial

Novo Shoes Pty Ltd 0 0 No No 0% 0% No 0% No

Nudie Jeans Co 57 10 Partial Yes 1-25% 1-25% Partial 1-25% Partial

Oroton Group 27 2 No No 0% 0% No 0% No

Overland 13 0 No No 0% 0% No 0% No

Oxford 22 1 No No 0% 0% Partial 0% Partial

Patagonia 68 11 No Partial 1-25% 1-25% Partial 1-25% Partial

Pentland Brands 41 4 Partial No 0% 0% No 0% No

Postie 40 5 No Yes 0% 0% Partial 0% Partial

Princess Polly 48 8 Yes Yes 0% 0% No 0% No

Puma 58 7 No No 0% 0% Partial 1-25% Partial

PVH Corp 43 4 No No 0% 0% No 0% No

R.M. Williams 33 1 No No 0% 0% No 0% No

Ralph Lauren 40 3 No No 0% 0% No 0% No

Rebel Sport 13 1 No No 0% 0% No 0% No

Retail Apparel Group 35 5 No Partial 0% 0% No 0% No

Rip Curl 52 7 Partial Partial 0% 1-25% Partial 0% Yes

Rodd & Gunn 58 7 No Yes 0% 1-25% Partial 51-75% Partial

Seafolly 28 3 No No 0% 0% Partial 0% Partial

Sheike 0 0 No No 0% 0% No 0% No

Shein 4 0 No No 0% 0% No 0% No

Showpo 22 2 No No 0% 0% No 0% No

Spotlight Group 1 0 No No 0% 0% No 0% No

Sussan Group 23 2 No Partial 0% 0% No 1-25% No

The Iconic 29 2 No No 0% 0% No 0% No

The PAS Group Limited 20 1 No No 0% 0% Partial 0% Partial

The Warehouse Group 20 2 No No 0% 0% No 0% No

ThreeByOne 34 4 No Partial 0% 0% Partial 0% Partial

TJX Australia 8 <1 No No 0% 0% No 0% No

Toms 15 1 No No 0% 0% No 0% No

Under Armour 23 1 No No 0% 0% No 0% No

UNIQLO 43 3 No No 0% 0% No 0% Partial

Universal Store 21 <1 No No 0% 0% No 0% No

Vestito (TS14+) 5 0 No No 0% 0% No 0% No

VF Corp 54 5 No No 0% 0% Partial 0% Partial

Victoria's Secret & Co 38 3 No No 0% 0% No 0% Partial

Voyager Distributing Co 4 1 No No 0% 0% No 0% No

Weyco Group 7 0 No No 0% 0% No 0% No

Windsor Smith 0 0 No No 0% 0% No 0% No

Wittner 18 0 No No 0% 0% No 0% No

WM Ritchie 2 0 No No 0% 0% No 0% No

Wolverine Worldwide 14 0 No No 0% 0% No 0% No

Workwear Group 39 3 No No 0% 0% Partial 0% No

Zimmermann 38 <1 No No 0% 0% No 0% No
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2XU 0 0 No No 0% 0% No 0% No

Abercrombie & Fitch 23 2 No No 0% 100% Partial 1-25% No

Accent Group 16 1 No No 0% 100% Partial 1-25% No

Adidas 58 7 No No 0% 100% Partial 1-25% No

ALDI Stores 43 4 No No 0% 0% Partial 0% No

Allbirds 27 0 No No 0% 0% No 0% No

Ally Fashion 7 0 No No 0% 0% No 0% No

Amazon 11 <1 No No 0% 100% Partial 1-25% No

APG & Co 46 5 No No 0% 0% No 0% No

AS COLOUR 66 11 No Partial 0% 1-25% Partial 1-25% Partial

ASICS 31 2 No No 0% 1-25% Partial 1-25% No
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ASOS 41 4 No No 0% 51-
75% Partial 1-25% No

Bardot Pty Ltd 1 0 No No 0% 0% No 0% No

Barkers Clothing 34 4 No No 0% 100% Partial 1-25% No

Best & Less 33 3 No No 0% 0% Partial 0% Partial

Big W 34 4 No No 0% 100% Partial 1-25% No

Birkenstock 7 0 No No 0% 0% No 0% No

Bisley 8 0 No No 0% 0% No 0% No

Blue Illusion 8 <1 No No 0% 100% Partial 1-25% No

Blundstone 18 0 No No 0% 0% No 0% No

Boardriders 5 0 No No 0% 0% No 0% No

Boden 38 4 No No 0% 76-
99% Partial 1-25% No

Boohoo 24 1 No No 0% 0% No 0% No

Brand Collective 
(Apparel)

12 1 No No 0% 0% No 0% No

Brand Collective 
(Footwear)

22 2 No No 0% 0% No 0% No

Brandbank 21 <1 No No 0% 100% Partial 1-25% No

City Beach 3 0 No No 0% 0% No 0% No

City Chic Collective 34 4 No No 0% 0% No 0% No

Cotton On Group 42 4 No No 0% 100% Partial 1-25% No

Country Road Group 53 8 No No 0% 51-
75% Partial 1-25% Partial

Cue Clothing Co. 29 5 No No 0% 0% No 0% No

Culture Kings 5 0 No No 0% 0% No 0% No

David Jones 42 6 No No 0% 51-
75% Partial 1-25% No

Decathlon 32 2 No No 0% 100% Partial 1-25% No

Decjuba 16 1 No No 0% 100% Partial 1-25% No

Ezibuy 24 1 No No 0% 0% No 0% No

F21 OpCo LLC 3 0 No No 0% 0% No 0% No

Factory X 36 3 No No 0% 100% Partial 1-25% No

Farmers 2 0 No No 0% 0% No 0% No

Fast Future Brands 2 0 No No 0% 0% No 0% No

Forever New 52 6 No No 0% 76-
99% Partial 1-25% No

Fruit of the Loom 34 3 No No 0% 0% No 0% No

Gap INC 46 4 No No 0% 100% Partial 1-25% No

General Pants Group 31 2 No No 0% 100% Partial 1-25% No

Gildan Activewear 54 8 No No 0% 1-25% Partial 1-25% No

Globe International 
Limited

10 0 No No 0% 0% No 0% No

D. Worker Empowerment -  
Raw Materials Production
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H&M 56 6 No No 0% 100% Partial 1-25% No

Hallenstein Glasson 
Holdings

56 9 No No 0% 0% No 0% No

Hanesbrands 58 10 No No 0% 0% Partial 0% Partial

Hot Springs 32 4 No No 0% 0% No 0% No

Hugo Boss Group 51 6 No No 0% 51-
75% Partial 1-25% No

Inditex 60 9 No No 0% 1-25% Partial 1-25% No

Industrie 7 0 No No 0% 0% No 0% No

JD Sports 40 2 No No 0% 100% Partial 1-25% No

Jeanswest 5 1 No No 0% 0% No 0% No

Just Group 27 2 No No 0% 1-25% Partial 1-25% No

Kathmandu 55 6 No Partial 0% 100% Partial 1-25% No

Kmart and Target 
Australia

56 7 No No 0% 76-
99% Partial 1-25% No

Kookai 27 2 No No 0% 0% No 0% No

Lacoste 44 1 No No 0% 0% No 0% No

Levi Strauss and Co 39 2 No No 0% 1-25% Partial 1-25% No

Lorna Jane 20 3 No No 0% 0% No 0% No

Lowes 9 1 No No 0% 0% No 0% No

Lululemon Athletica 56 7 No No 0% 0% No 0% No

Macpac 52 5 Partial Partial 0% 100% Partial 0% Partial

Marks & Spencer 46 4 No No 0% 100% Partial 1-25% No

Max Fashions 23 2 No No 0% 0% No 0% No

Mighty Good Basics 86 22 Partial Yes 0% 100% Partial 100% Partial

Mosaic Group 30 3 No No 0% 0% No 0% No

Munro Footwear Group 18 1 No No 0% 0% No 0% No

Myer 24 3 No No 0% 0% No 0% No

New Balance 52 6 No No 0% 76-
99% Partial 1-25% No

Next 43 4 No No 0% 100% No 0% No

Ngahuia Group 0 0 No No 0% 0% No 0% No

Nike 50 5 No No 0% 76-
99% Partial 1-25% No

Nine West 0 0 No No 0% 0% No 0% No

Nobody Denim 48 7 No No 0% 0% Partial 0% Partial

Novo Shoes Pty Ltd 0 0 No No 0% 0% No 0% No

Nudie Jeans Co 57 10 Partial Partial 1-25% 1-25% Partial 0% Partial

Oroton Group 27 2 No No 0% 0% No 0% No

Overland 13 0 No No 0% 0% No 0% No

Oxford 22 1 No No 0% 0% No 0% No

Patagonia 68 11 No Partial 0% 1-25% No 0% No

Pentland Brands 41 4 No No 0% 0% No 0% No

Postie 40 5 No No 0% 0% Partial 0% Partial

Princess Polly 48 8 No No 0% 0% No 0% No

Puma 58 7 No No 0% 100% Partial 1-25% No

PVH Corp 43 4 No No 0% 76-
99% Partial 1-25% No

R.M. Williams 33 1 No No 0% 0% No 0% No

Ralph Lauren 40 3 No No 0% 1-25% Partial 1-25% Partial

Rebel Sport 13 1 No No 0% 0% No 0% No

Retail Apparel Group 35 5 No No 0% 1-25% Partial 1-25% No

Rip Curl 52 7 No No 0% 26-
50% Partial 1-25% No

Rodd & Gunn 58 7 No Partial 0% 0% Partial 0% Partial

Seafolly 28 3 No No 0% 0% No 0% No

Sheike 0 0 No No 0% 0% No 0% No

Shein 4 0 No No 0% 0% No 0% No

Showpo 22 2 No No 0% 0% No 0% No

Spotlight Group 1 0 No No 0% 0% No 0% No

Sussan Group 23 2 No No 0% 0% Partial 0% Partial

The Iconic 29 2 No No 0% 0% No 0% No

The PAS Group Limited 20 1 No No 0% 0% No 0% No

The Warehouse Group 20 2 No No 0% 51-
75% Partial 1-25% No

ThreeByOne 34 4 No No 0% 0% Partial 0% Partial

TJX Australia 8 <1 No No 0% 0% No 0% No

Toms 15 1 No No 0% 0% No 0% No

Under Armour 23 1 No No 0% 0% No 0% No

UNIQLO 43 3 No No 0% 100% Partial 1-25% No

Universal Store 21 <1 No No 0% 0% No 0% No

Vestito (TS14+) 5 0 No No 0% 0% No 0% No

VF Corp 54 5 No No 0% 0% No 0% No

Victoria's Secret & Co 38 3 No No 0% 0% No 0% No

Voyager Distributing Co 4 1 No No 0% 0% No 0% No

Weyco Group 7 0 No No 0% 0% No 0% No

Windsor Smith 0 0 No No 0% 0% No 0% No

Wittner 18 0 No No 0% 0% No 0% No

WM Ritchie 2 0 No No 0% 0% No 0% No

Wolverine Worldwide 14 0 No No 0% 0% No 0% No

Workwear Group 39 3 No No 0% 100% Partial 1-25% No

Zimmermann 38 <1 No No 0% 0% No 0% No



36

2XU 0 0 No 0% No 0% No 0% No

Abercrombie & Fitch 23 8 Partial 1-25% Partial 51-75% Partial 51-75% Partial

Accent Group 16 3 Partial 1-25% Partial 0% No 0% No

Adidas 58 17 Yes 51-75% Yes 76-99% Yes 76-99% Yes

ALDI Stores 43 9 Partial 26-50% Yes 0% No 76-99% Yes

Allbirds 27 13 Yes 51-75% Partial 0% No 1-25% No

Ally Fashion 7 1 No 1-25% No 0% No 0% No

Amazon 11 5 Partial 1-25% No 1-25% No 1-25% No

APG & Co 46 8 Yes 1-25% Partial 1-25% Partial 1-25% Partial

AS COLOUR 66 15 Yes 51-75% Yes 51-75% Partial 51-75% Partial

ASICS 31 10 Partial 1-25% Partial 51-75% Partial 51-75% Partial

ASOS 41 12 Partial 26-50% Yes 1-25% Yes 1-25% Partial

Bardot Pty Ltd 1 <1 No 1-25% No 0% No 0% No

Barkers Clothing 34 8 Partial 26-50% Partial 1-25% Partial 1-25% Yes

Best & Less 33 8 Yes 26-50% Partial 1-25% Partial 1-25% Partial
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Big W 34 6 Partial 1-25% Partial 1-25% Partial 1-25% Partial

Birkenstock 7 1 No 0% No 0% No 0% No

Bisley 8 2 Partial 1-25% No 0% No 0% No

Blue Illusion 8 2 Partial 1-25% No 0% No 0% No

Blundstone 18 6 No 1-25% Partial 51-75% Yes 51-75% Yes

Boardriders 5 <1 No 1-25% No 0% No 0% No

Boden 38 6 Partial 51-75% Partial 1-25% Partial 1-25% Partial

Boohoo 24 8 Yes 1-25% Partial 1-25% No 0% No

Brand Collective 
(Apparel)

12 <1 No 1-25% No 0% No 0% No

Brand Collective 
(Footwear)

22 4 No 1-25% Partial 1-25% Yes 1-25% Yes

Brandbank 21 4 Partial 1-25% Partial 0% No 0% Partial

City Beach 3 0 No 0% No 0% No 0% No

City Chic Collective 34 3 Partial 1-25% Partial 0% No 0% No

Cotton On Group 42 10 Yes 26-50% Partial 1-25% Partial 51-75% No

Country Road Group 53 11 Yes 51-75% Partial 1-25% Partial 1-25% Partial

Cue Clothing Co. 29 7 Yes 1-25% Partial 1-25% Partial 1-25% Partial

Culture Kings 5 0 No 0% No 0% No 0% No

David Jones 42 10 Yes 1-25% Partial 1-25% Partial 1-25% Partial

Decathlon 32 14 Yes 26-50% Partial 26-50% Partial 26-50% Partial

Decjuba 16 2 Partial 1-25% No 0% No 0% No

Ezibuy 24 4 Partial 1-25% Partial 1-25% Partial 1-25% Partial

F21 OpCo LLC 3 <1 No 1-25% No 0% No 0% No

Factory X 36 8 Partial 26-50% Partial 1-25% Partial 1-25% Partial

Farmers 2 <1 No 1-25% No 0% No 0% No

Fast Future Brands 2 0 No 0% No 0% No 0% No

Forever New 52 11 Yes 76-99% Yes 26-50% Partial 51-75% Partial

Fruit of the Loom 34 9 Yes 1-25% Partial 26-50% Partial 26-50% Yes

Gap INC 46 15 Yes 1-25% Yes 76-99% Yes 76-99% Yes

General Pants Group 31 7 Partial 1-25% Partial 1-25% Partial 1-25% Partial

Gildan Activewear 54 11 Partial 1-25% Partial 100% Yes 100% Yes

Globe International 
Limited

10 1 No 0% Partial 0% No 0% No

H&M 56 19 Yes 76-99% Yes 51-75% Yes 100% Yes

Hallenstein Glasson 
Holdings

56 14 Yes 26-50% Yes 26-50% Partial 26-50% Yes

Hanesbrands 58 13 Yes 1-25% Partial 51-75% Yes 51-75% Yes

E. Environmental Sustainability
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Hot Springs 32 6 Partial 26-50% Partial 1-25% No 1-25% Partial

Hugo Boss Group 51 13 Yes 51-75% Yes 1-25% Partial 1-25% Yes

Inditex 60 16 Yes 1-25% Yes 51-75% Yes 51-75% Yes

Industrie 7 0 No 0% No 0% No 0% No

JD Sports 40 9 Yes 26-50% Yes 1-25% Partial 1-25% Partial

Jeanswest 5 0 No 0% No 0% No 0% No

Just Group 27 1 No 1-25% Partial 0% No 0% No

Kathmandu 55 12 Yes 51-75% Partial 1-25% Partial 1-25% Partial

Kmart and Target 
Australia

56 12 Yes 76-99% Partial 1-25% Yes 26-50% Yes

Kookai 27 6 Partial 1-25% Partial 0% Partial 1-25% Partial

Lacoste 44 13 Yes 1-25% Partial 1-25% Partial 100% Partial

Levi Strauss and Co 39 16 Yes 51-75% Yes 76-99% Yes 76-99% Yes

Lorna Jane 20 1 No 1-25% Partial 0% No 0% No

Lowes 9 1 No 0% No 0% No 0% No

Lululemon Athletica 56 15 Yes 26-50% Yes 76-99% Partial 76-99% Partial

Macpac 52 16 Yes 51-75% Yes 76-99% Partial 76-99% Partial

Marks & Spencer 46 14 Yes 1-25% Yes 76-99% No 76-99% Yes

Max Fashions 23 3 Partial 1-25% Partial 0% No 0% No

Mighty Good Basics 86 18 Yes 100% Yes 100% Yes 100% Yes

Mosaic Group 30 4 Partial 0% Partial 1-25% Partial 1-25% Partial

Munro Footwear Group 18 4 Yes 1-25% No 0% No 0% No

Myer 24 2 No 1-25% Partial 0% No 0% No

New Balance 52 10 Yes 1-25% Partial 26-50% No 51-75% Yes

Next 43 10 Partial 26-50% Yes 0% No 51-75% Yes

Ngahuia Group 0 0 No 0% No 0% No 0% No

Nike 50 16 Yes 51-75% Yes 76-99% Yes 76-99% Yes

Nine West 0 0 No 0% No 0% No 0% No

Nobody Denim 48 11 Partial 26-50% Partial 51-75% Yes 26-50% Yes

Novo Shoes Pty Ltd 0 0 No 0% No 0% No 0% No

Nudie Jeans Co 57 13 Yes 76-99% Partial 100% Partial 1-25% Partial

Oroton Group 27 6 Partial 1-25% Partial 76-99% No 76-99% No

Overland 13 6 No 1-25% Partial 1-25% Yes 1-25% Yes

Oxford 22 6 Partial 1-25% Partial 1-25% Partial 1-25% Partial

Patagonia 68 19 Yes 51-75% Yes 76-99% Yes 76-99% Yes

Pentland Brands 41 10 Yes 1-25% Partial 0% No 0% No

Postie 40 10 Yes 1-25% Partial 1-25% Partial 1-25% Yes

Princess Polly 48 10 Yes 1-25% Yes 1-25% No 1-25% Partial

Puma 58 16 Yes 51-75% Yes 76-99% Yes 76-99% Partial

PVH Corp 43 15 Yes 26-50% Partial 76-99% Partial 51-75% Partial

R.M. Williams 33 11 Partial 1-25% Partial 51-75% Yes 51-75% Yes

Ralph Lauren 40 14 Yes 1-25% Partial 26-50% Yes 26-50% Yes

Rebel Sport 13 2 No 0% No 0% No 0% No

Retail Apparel Group 35 3 Partial 1-25% Partial 0% No 0% No

Rip Curl 52 10 Yes 26-50% Partial 1-25% Partial 1-25% Partial

Rodd & Gunn 58 11 Yes 1-25% Yes 26-50% Partial 51-75% Yes

Seafolly 28 4 Partial 1-25% Yes 1-25% Partial 1-25% Partial

Sheike 0 0 No 0% No 0% No 0% No

Shein 4 1 No 1-25% No 0% No 0% No

Showpo 22 3 Partial 0% No 0% No 0% No

Spotlight Group 1 0 No 0% No 0% No 0% No

Sussan Group 23 1 No 1-25% Partial 0% No 0% No

The Iconic 29 8 Yes 1-25% Partial 0% No 0% No

The PAS Group Limited 20 3 No 1-25% Partial 1-25% Yes 1-25% Yes

The Warehouse Group 20 4 Partial 1-25% No 0% No 0% No

ThreeByOne 34 8 Partial 1-25% Partial 51-75% Partial 51-75% Partial

TJX Australia 8 3 No 0% Partial 0% No 0% No

Toms 15 2 Partial 1-25% No 0% No 0% No

Under Armour 23 8 Partial 1-25% No 1-25% Partial 0% No

UNIQLO 43 11 Partial 1-25% Partial 76-99% Yes 26-50% Yes

Universal Store 21 6 Yes 1-25% No 0% No 0% No

Vestito (TS14+) 5 <1 No 1-25% No 0% No 0% No

VF Corp 54 17 Yes 26-50% Yes 51-75% Yes 100% Yes

Victoria's Secret & Co 38 8 Partial 1-25% Partial 1-25% No 76-99% Yes

Voyager Distributing Co 4 0 No 0% No 0% No 0% No

Weyco Group 7 3 No 1-25% Partial 1-25% Yes 1-25% Yes

Windsor Smith 0 0 No 0% No 0% No 0% No

Wittner 18 10 Partial 51-75% Partial 51-75% Yes 51-75% Yes

WM Ritchie 2 0 No 0% No 0% No 0% No

Wolverine Worldwide 14 6 Partial 1-25% Partial 26-50% Yes 26-50% Yes

Workwear Group 39 7 Partial 1-25% Partial 1-25% No 1-25% Partial

Zimmermann 38 10 Yes 1-25% Partial 26-50% No 1-25% No
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2XU 0 0 No No No No

Abercrombie & Fitch 23 8 Partial No Partial No

Accent Group 16 3 No No Partial Partial

Adidas 58 17 Yes Yes Partial No

ALDI Stores 43 9 Partial No Partial No

Allbirds 27 13 Yes Yes Yes Partial

Ally Fashion 7 1 No No No Partial

Amazon 11 5 Partial No No Partial

APG & Co 46 8 No Partial Yes Partial

AS COLOUR 66 15 Partial Yes Yes Yes

ASICS 31 10 Yes No Partial No

ASOS 41 12 Yes Yes Partial Partial

Bardot Pty Ltd 1 <1 No No No No

Barkers Clothing 34 8 Partial No Partial Partial

Best & Less 33 8 Partial No Partial No

Big W 34 6 Partial No No Partial

CO
M

PA
NY

FI
NA

L S
CO

RE

EN
VI

RO
NM

EN
TA

L S
US

TA
IN

AB
IL

IT
Y 

– 
SC

OR
E 

OU
T 

OF
 2

0

17
. C

LI
M

AT
E 

IM
PA

CT
: 

C
om

pa
ny

 h
as

 m
ad

e 
a 

pu
bl

ic
 c

om
m

itm
en

t a
nd

 is
 

m
ak

in
g 

pr
og

re
ss

 to
 re

du
ce

 
cl

im
at

e 
im

pa
ct

 th
ro

ug
ho

ut
 

its
 s

up
pl

y 
ch

ai
n.

  

18
. I

N-
US

E 
AN

D 
EN

D-
OF

-
LI

FE
 IM

PA
CT

:
C

om
pa

ny
 a

ss
es

se
s 

an
d 

se
ek

s 
to

 im
pr

ov
e 

th
e 

en
vi

ro
nm

en
ta

l i
m

pa
ct

s 
an

d 
re

su
lti

ng
 w

as
te

 
fro

m
 it

s 
pr

od
uc

ts
 w

hi
le

 
th

ey
 a

re
 b

ei
ng

 u
se

d 
an

d 
at

 th
ei

r e
nd

 o
f l

ife
.  

17
.1 

H
as

 th
e 

co
m

pa
ny

 p
ub

lis
he

d 
an

 e
m

is
si

on
s 

re
du

ct
io

n 
ta

rg
et

 a
nd

 
de

ca
rb

on
is

at
io

n 
st

ra
te

gy
 in

 li
ne

 w
ith

 
th

e 
cu

rre
nt

 U
N

 F
as

hi
on

 In
du

st
ry

 
C

ha
rte

r f
or

 C
lim

at
e 

Ac
tio

n?

18
.1 

H
as

 th
e 

co
m

pa
ny

 a
ss

es
se

d 
th

e 
en

vi
ro

nm
en

ta
l i

m
pa

ct
s 

of
 th

e 
in

-u
se

 a
nd

 
en

d-
of

-li
fe

 p
ha

se
s 

of
 it

s 
pr

od
uc

ts
, a

nd
 

co
ns

ci
ou

sl
y 

im
pl

em
en

te
d 

sp
ec

ifi
c 

de
si

gn
 

fe
at

ur
es

/s
tra

te
gi

es
 to

 a
dd

re
ss

 th
es

e 
is

su
es

?

18
.2

 D
oe

s 
th

e 
co

m
pa

ny
 c

om
m

un
ic

at
e 

en
vi

ro
nm

en
ta

l i
m

pa
ct

s 
of

 p
ro

du
ct

 u
se

 
an

d 
di

sp
os

al
 w

ith
 c

on
su

m
er

s, 
pr

ov
id

in
g 

ac
tio

na
bl

e 
st

ra
te

gi
es

 fo
r r

ed
uc

in
g 

im
pa

ct
?

18
.3

 H
as

 th
e 

co
m

pa
ny

 a
ss

es
se

d 
th

e 
en

vi
ro

nm
en

ta
l i

m
pa

ct
s 

of
 o

ve
r-

pr
od

uc
tio

n 
of

 fi
ni

sh
ed

 g
oo

ds
, a

nd
 im

pl
em

en
te

d 
a 

st
ra

te
gy

 to
 re

du
ce

 th
is

 im
pa

ct
?

Birkenstock 7 1 No No Partial No

Bisley 8 2 No No No No

Blue Illusion 8 2 No No No No

Blundstone 18 6 No No Partial No

Boardriders 5 <1 No No No No

Boden 38 6 No No Partial Yes

Boohoo 24 8 Partial No Yes Yes

Brand Collective 
(Apparel)

12 <1 No No No No

Brand Collective 
(Footwear)

22 4 No No Partial Partial

Brandbank 21 4 No No Partial Partial

City Beach 3 0 No No No No

City Chic Collective 34 3 No No No Partial

Cotton On Group 42 10 Partial Partial Yes No

Country Road Group 53 11 Partial Partial Yes Yes

Cue Clothing Co. 29 7 No No Partial Yes

Culture Kings 5 0 No No No No

David Jones 42 10 Partial Partial Yes Partial

Decathlon 32 14 Yes Yes Partial Yes

Decjuba 16 2 No No No No

Ezibuy 24 4 No No No No

F21 OpCo LLC 3 <1 No No No No

Factory X 36 8 Partial Partial Partial Partial

Farmers 2 <1 No No No No

Fast Future Brands 2 0 No No No No

Forever New 52 11 No Partial Partial Yes

Fruit of the Loom 34 9 Partial No No Partial

Gap INC 46 15 Partial Yes Yes No

General Pants Group 31 7 Partial No Partial Partial

Gildan Activewear 54 11 Partial No Partial No

Globe International 
Limited

10 1 No No Partial No

H&M 56 19 Yes Yes Yes Partial

Hallenstein Glasson 
Holdings

56 14 Partial Yes Yes Yes

Hanesbrands 58 13 Partial Partial Yes Yes

E. Environmental Sustainability Cont.
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Hot Springs 32 6 Partial No No No

Hugo Boss Group 51 13 Yes Partial Yes No

Inditex 60 16 Yes Yes Yes No

Industrie 7 0 No No No No

JD Sports 40 9 Partial No Partial No

Jeanswest 5 0 No No No No

Just Group 27 1 No No No No

Kathmandu 55 12 Partial Yes Yes Partial

Kmart and Target 
Australia

56 12 Partial Partial Partial Partial

Kookai 27 6 Partial No No Partial

Lacoste 44 13 Partial Yes Partial Yes

Levi Strauss and Co 39 16 Partial Yes Yes No

Lorna Jane 20 1 No No Partial No

Lowes 9 1 No No No Partial

Lululemon Athletica 56 15 Yes Partial Partial Partial

Macpac 52 16 Partial Yes Yes Yes

Marks & Spencer 46 14 Yes Partial Partial No

Max Fashions 23 3 No No No Partial

Mighty Good Basics 86 18 Partial Yes Yes Yes

Mosaic Group 30 4 No No No Partial

Munro Footwear Group 18 4 No No No Partial

Myer 24 2 No No Partial Partial

New Balance 52 10 Partial No Partial Partial

Next 43 10 Partial Partial Yes Partial

Ngahuia Group 0 0 No No No No

Nike 50 16 Partial Yes Yes Partial

Nine West 0 0 No No No No

Nobody Denim 48 11 Partial Partial Partial Partial

Novo Shoes Pty Ltd 0 0 No No No No

Nudie Jeans Co 57 13 Partial Partial Yes Partial

Oroton Group 27 6 No No No No

Overland 13 6 No Partial Partial Yes

Oxford 22 6 Partial No No No

Patagonia 68 19 Yes Yes Yes Yes

Pentland Brands 41 10 Yes Partial Partial Partial

Postie 40 10 Partial Partial No Yes

Princess Polly 48 10 Partial Partial Partial Yes

Puma 58 16 Yes Partial Partial No

PVH Corp 43 15 Yes Yes Partial No

R.M. Williams 33 11 Partial Partial Partial Partial

Ralph Lauren 40 14 Yes Partial Partial Yes

Rebel Sport 13 2 Partial No No No

Retail Apparel Group 35 3 No No No Partial

Rip Curl 52 10 Partial Partial Partial Yes

Rodd & Gunn 58 11 No Yes No Yes

Seafolly 28 4 No No No No

Sheike 0 0 No No No No

Shein 4 1 No No Partial Partial

Showpo 22 3 No No No Yes

Spotlight Group 1 0 No No No No

Sussan Group 23 1 No No No No

The Iconic 29 8 Partial Partial Yes No

The PAS Group Limited 20 3 No No No No

The Warehouse Group 20 4 Partial No No No

ThreeByOne 34 8 No Partial Yes Partial

TJX Australia 8 3 Partial No Partial No

Toms 15 2 No No No No

Under Armour 23 8 Yes Partial No Partial

UNIQLO 43 11 Partial Partial Partial Partial

Universal Store 21 6 Partial No No Partial

Vestito (TS14+) 5 <1 No No No No

VF Corp 54 17 Yes Yes Yes No

Victoria's Secret & Co 38 8 Partial No Partial No

Voyager Distributing Co 4 0 No No No No

Weyco Group 7 3 No No No No

Windsor Smith 0 0 No No No No

Wittner 18 10 No Partial Partial Partial

WM Ritchie 2 0 No No No No

Wolverine Worldwide 14 6 No No Partial No

Workwear Group 39 7 Partial Partial Partial Partial

Zimmermann 38 10 Yes Partial No Partial
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Appendix 3:  
Company Statements 
Bisley Workwear

As a leading workwear company, 
we are dedicated to prioritising 
people, planet and prosperity. For 
further information, please visit 
our website www.bisleyworkwear.
com.au/sustainability or contact 
ethicalsourcingandsustainability 
@bisley.com.au.

Cue Clothing Co.

We did not give approval to be 
assessed for the Ethical Fashion 
Report, as the criteria doesn’t 
capture the ethical way we operate 
our business. Our score is based 
on limited information and no 
consultation with our business. 

Since 1968, respect and care have 
been fundamental to the way we work. 
These principles govern our supply 
chain through our Modern Slavery 
Statement, Code of Conduct and 
Supplier Agreements. Our local facilities 
are accredited by Ethical Clothing 
Australia. We are a member of the 
Australian Fashion Council and over 
50% of our range comprises certified 
sustainable fabrics. Find out more here.

Forever New

Forever New is committed to 
responsible sourcing and this year’s 
score is reflective of our continuous 
dedication, hard work, and the 
passion we have to evolve our 
business. We understand there is 
much more work to do, especially 
with human rights and worker 
empowerment in the supply chain.

HanesBrands

HanesBrands is proud to be  
recognised amongst the top 20% of 
apparel brands in this year’s Baptist 
World Aid Ethical Fashion Report. 
HanesBrands has long committed to 
upholding the rights of all people who 
play a role in creating and bringing 
our products to life for our customers 
– whether they are employees in
our own manufacturing facilities or
work for a third party supplier.

You can read more about  
HanesBrands progress and 
commitment to minimising our 
impact on the planet and helping 
our people and communities 
thrive at www.hbisustains.com.

Hotsprings

Hotsprings and our Associate Brands 
P.E. Nation and Rebecca Vallance 
have; with all other businesses in our 
sector faced many serious challenges 
over the last 2 years and we have 
worked collectively to ensure the 
safety and wellbeing of our Supply 
Chain Workers where we have seen 
gains and positive outcomes with 
our Responsible Sourcing Practices 
including establishment of a Living 
Wage methodology across almost 
50 of our Tier 1 Supplier factories, 
significant improvements with the 
recognition of Workers Gender 
inequality and an improved Workers 
Grievance and Remediation program. 

We owe much to our partnership with 
SEDEX and utilize their programs 
and resourced across our Supply 
Chain and together with our long 
standing Ethical Trading Initiative 
(ETI) membership we gave been 
able to draw upon their resources, 
services and experience to assist us 
to continue to develop and implement 
policies and programs that will enable 
us to continue to improve worker 
conditions and allow them to work in 
environments where their dignity and 
wellbeing are respected and supported.

Industrie

Industrie “non-participation” in 
2022 Ethical Fashion Report.

After many years of participating in 
the BWA fashion report Industrie has 
withdrawn from the process, we do 
not believe the process is balanced 
and unbiased. Industrie scored an 
A- in 2019 report, this same ethical
sourcing program is in place today
and is stronger. Industrie does not
accept the result in the 2022 report as
it did not participate. Any suggestion
or inference from this report that
Industrie’s approach to ethical sourcing
or sustainability has changed is
inaccurate and misleading. Please
see our website for further details.

Lorna Jane

Lorna Jane is committed to creating 
a better future for our planet and we 
understand that sustainability requires 
constant improvement. Since partaking 
in BWA’s Ethical Fashion Survey, we 
conducted a third-party wage gap 
analysis which showed we have been 
paying our factory workers above the 
living wage. We have recruited an 
on-site Sustainability Officer to ensure 
sustainable practices and initiatives 
flow through from our products to 

http://www.bisleyworkwear.com.au/sustainability
http://www.bisleyworkwear.com.au/sustainability
mailto:ethicalsourcingandsustainability%40bisley.com.au?subject=
mailto:ethicalsourcingandsustainability%40bisley.com.au?subject=
https://www.cue.com/Company/Our-Commitment
http://hbisustains.com
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logistics and day-to-day life at Lorna 
Jane HQ. Lorna Jane is also currently 
redefining our mission and setting a 
measurable sustainability roadmap 
that aligns with our brand values and 
most importantly, our customers.

Mosaic Brands

Mosaic Brands is proud to see our 
continued efforts reflected in our 
improved score for the EFR2022. Our 
Group will continue to focus on our Six 
Commitments & Initiatives (Modern 
Slavery, Traceability, Transparency, 
Sustainability, Minimum Wage, and 
Living Wage) to guide us towards 
greater achievements in 2023. 
Mosaic Brands looks forward to 
continuing our work alongside Baptist 
World Aid to achieve our goals.

Munro Footwear Group

Munro Footwear Group (MFG)  
remains committed to improving its 
supply chain visibility and working 
to ensure that all individuals, no 
matter how removed, are provided 
with a safe and equitable working 
environment. MFG has partnered 
with external consultants and 
resourced specialist roles to ensure 
that it is taking the necessary steps 
to meet this commitment. MFG will 
continue to share its progress in this 
space on its corporate website. 

Given the nuances specific to the 
footwear manufacturing industry, 
MFG looks forward to BWA expanding 
its criteria to better reflect the 
footwear industry in the future.

Overland Footwear

When invited to make our submission 
to Tearfund at short notice, we 
embraced the opportunity to use the 
outcome to help inform the basis 
on our Sustainability strategy.

While our focus for many years has 
been building our internal culture 
and becoming New Zealand’s best 
workplace, for both NZ and AU teams 
as well as our China team, we recognize 
the need to increasingly turn our focus 
to the wider supply chain and reducing 
our impact on the environment.

We look forward to benchmarking 
ourselves against peers in the footwear 
industry and working towards achieving 
our strategic goals in this area.

Puma

Our PUMA sustainability strategy 
is centered on creating maximum 
positive impact. Transparency 
brings dialogue and collaboration.

We have increased transparency related 
to our risk assessment methodology, 
our challenges and our progress 
towards our 10FOR25 goals like 
gender equality, scope 3 Green House 
Gas emissions, fair income, workers 
voice and an increased offer of more 
sustainable product to consumers.

For example: In 2021, 99% cotton, 80% 
polyester, 99.9% leather, and 100% 
down were sourced from sustainable 
sources, 43% polyester used in 
our products came from recycled 
sources. This was just 14% in 2020.

R.M. Williams

Responsibility is embedded in
R.M.Williams’ DNA. From conception,
the values of longevity, quality, and
purpose have defined R.M.Williams.
Building on this legacy, we are
transforming our business to meet
the environmental and social needs
of our time. Please visit our website
at rmwilliams.com.au to read about
our commitments and progress.

Rip Curl

Community and Environment is a core 
company value of Rip Curl. Scoring 
in the top 20% of companies is a 
nod to the work we’ve done, so far. 
We are transforming our business 
culture to a purpose-driven model, 
investing in worker voice, setting 
science-based emissions reduction 
targets, and focusing on circular 
product models. Most recently we 
expanded our wetsuit takeback 
program globally, extended our human 
rights due diligence further upstream 
and expanded our fair compensation 
program. For us, it’s about behaving 
with respect for the environment in 
which we Search and having respect 
for each other and all humanity.

Sheike

The ranking in this report is reflective 
of the ethical sourcing information that 
SHEIKE has made publicly available. 
For further information, please contact 
ethicalsourcing@sheike.com.au.

Spotlight Group

Spotlight Group is highly committed 
to Corporate Social Responsibility 
and continues to take numerous 
steps to implement initiatives that 
progress meaningful ethical sourcing 
and sustainability outcomes. We 
have been APCO members for over 
10 years and in FY23 will publish our 
third anti-modern slavery statement. 
We were unable to participate and 
contribute relevant information for 
this Ethical Fashion report but look 
forward to in future sharing details 
of our extensive actions that reduce 
Spotlight Group’s environmental 
impact and support our customers 
and our community in the collective 
journey of ethical, environmental, 
philanthropic and social responsibility.

Taking Shape

At Taking Shape, we strive to make a 
difference in fashion and in the way we 
do business. Our customers demand 
better, our supply partners deserve 
better. We are committed to further 
developing long-standing relationships 
with our suppliers, working with 
many of them for over 20 years. 

Taking Shape did not participate 
in BWA’s 2022 Survey, the 
findings do not accurately reflect 
our standing in these areas. 

We are a small team and our resources 
are best utilised focusing on the 
important sustainability and modern 
slavery projects already underway 
whilst continuing to strengthen 

https://www.munrofootweargroup.com.au/
mailto:ethicalsourcing%40sheike.com.au?subject=
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our collaboration with others in 
our industry. For more information, 
visit www.takingshape.com.

The Iconic

THE ICONIC is deeply committed to 
social and environmental responsibility. 
Our efforts are focussed on progress 
and transparency all day, every day, 
and not just for the purpose of a score. 
While we recognise there is still much 
work for us to do, we are proud of the 
genuine change we’ve made to better 
the working conditions of the people 
manufacturing our own-brand products. 

As per previous years, we chose to 
be assessed based on our publicly 
available information. The more 
time spent responding to lengthy 
surveys means less time spent 
driving real action where it matters.

The Warehouse Group 

We are proud of our ethical sourcing 
work with suppliers and their 
workforce. We were not participants 
in this survey. The gradings assigned 
to The Warehouse in this report 
are not at all representative of the 
scope and effectiveness of our 
programme. When we participated in 
this survey in 2019 our overall rating 
was B minus – this included an A+ 
and A minus – for some areas. 

We continue to strive to lift labour 
and environmental standards 
throughout our supply chain and 
product ranges. You can read more 
about this work in our online report 
here. Queries welcome at ethical.
sourcing@thewarehouse.co.nz. 

Wittner

Wittner prides itself on the level of 
quality and consistent service we’ve 
provided our loyal customers over 
the past 110 years. Over the years 
we have worked to continually take 
steps to improve our practices in both 
the sustainable and ethical space. 

We recognise that further change is a 
positive step in continuing to align our 
business with current and developing 
standards in our industry and society. 
Without gradual and continual change 
we wouldn’t be where we are today.

Zimmermann

Zimmermann is a member of the UN 
Global Compact, committed to the 
Ten Principles and the Sustainable 
Development Goals. For more 
information about our approach 
and progress in implementing these 
commitments, please visit our website: 
www.zimmermann.com/sustainability.

http://www.takingshape.com
https://www.thewarehousegroup.co.nz/application/files/8416/1455/7572/The_Warehouse_Ethical_Sourcing_Report_20211.pdf
mailto:ethical.sourcing%40thewarehouse.co.nz?subject=
mailto:ethical.sourcing%40thewarehouse.co.nz?subject=
http://www.zimmermann.com/sustainability
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The Ethical Fashion Report is part 
of Baptist World Aid & Tearfund 
New Zealand’s Behind the Barcode 
project. The Report seeks to empower 
consumers to purchase ethically 
and encourage companies to ensure 
they are protecting the rights of 
workers in their supply chain. 

Behind the Barcode engages in 
dialogue with companies about 
their supply chain practices through 
a core survey. The survey asks 
companies to answer questions on 
their labour rights and environmental 
sustainability systems, as BWAA 
believes these have the most impact 
on workers in the garment industry 
and, correspondingly, vulnerable 
communities as a whole. We then 
assess the efforts of each company and 
publish those findings for consumers 
to see how their favourite brands rate. 

The 2022 Ethical Fashion Report will 
be published in October 2022 with the 
accompanying Ethical Fashion Guide. 

What information is made 
publicly available? 

We do not publish the validating 
material that companies disclose in 
answering each question in the survey, 

but we will publish the ‘YES’, ‘NO’ or 
percentage answers which generate 
the grades. Readers can assume 
that a company’s published answer 
to any question is based on their 
supplying of the required validation 
documents to support their claim. For 
example, if a company has a ‘YES’ 
or ‘100%’ answer to a question, they 
have supplied the documents that 
meet the standards set by Baptist 
World Aid & Tearfund New Zealand 
for 100% credit for that question. 

How are evaluations conducted? 

The grades are based on publicly 
available information and self-reported 
data by each company. We conduct 
each evaluation using an assessment 
tool that focuses on the company’s 
human rights and environmental 
policies, as well as the measures 
undertaken to implement these policies. 

All grades are sent to companies for 
review and feedback before they are 
made public. Where companies are 
unresponsive to our various attempts at 
engaging with them, we work to provide 
a fair assessment of the company’s 
supply chain practices based on 
publicly available information only. 

Questions fall into five categories, 
with weightings as follows: 

A . Policies & Governance 6%

B. Tracing & Risk 15%

C. �Supplier Relationships &
Human Rights Monitoring

34%

D. Worker Empowerment 25%

E. Environmental  Sustainabil ity 20%

We distil complicated supply chain 
information by focusing on three key 
production phases of the fashion  
supply chain. These phases and  
their weightings are as follows:

1. Final  Stage Production 45%

2. Inputs Production 35%

3. Raw Material  Production 20%

For more information, please refer to 
bwaa.co/more-info.

Survey Support 

The grades are generated as a 
result of the YES/NO/PARTIAL, or 
percentage answers to each question. 
This document provides a guide to the 
rationale behind each question asked, 

and explains the validating information 
we require to assess each answer. 
Supporting information or data may be 
requested by our research team to put 
each company’s answer in context. 

We strive to grade all companies 
consistently, and consequently, every 
survey is cross-checked by a second 
member of the Ethical Fashion Team 
to ensure all assessments are fair and 
impartial, and completed to the highest 
quality. Baptist World Aid and Tearfund 
New Zealand seek to work closely with 
the companies we assess to develop 
grades that accurately reflect the labour 
rights management system in place 
and hope this document provides 
further guidance to understand what 
we are asking of your company. 

Wherever possible, publicly 
available information has been used 
to pre-populate surveys for new 
companies (e.g. corporate social 
responsibility/sustainability reports, 
Commonwealth Modern Slavery 
Statements and ethical sourcing 
sections of websites). Companies 
will need to provide corresponding 
documentary evidence where 
requested, and provide responses 
for questions unable to be answered 
with publicly available information. 

Appendix 4.  
Survey Support Document

https://bwaa.co/more-info
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A. Policies &
Governance
1 . C O D E  O F  C O N D U C T

Company has a code of conduct that 
requires respect for labour rights 
at every tier of its supply chain.

1.1  Does the company have a 
Code of Conduct for suppliers?

Policy should cover all four points 
set out by the ILO Fundamental 
Principles to Rights at Work, the 
prohibition of regular and excessive 
overtime, and provisions to protect 
worker health and safety.

Rationale: Codes of Conduct 
are used by companies to 
communicate basic working 
standards expected from suppliers.

Validation: Provide the Code of 
Conduct. Full credit is awarded 
where the code covers the four 
ILO Fundamental Principles and 
Rights at Work AND two ETI 
standards including any clarifying 
sentences in italics. Partial is 
awarded where the code covers 
one or some of these rights.

1. 	�Freedom of association and
the effective recognition of the
right to collective bargaining

2. 	�Elimination of all forms of
forced or compulsory labour

a. �This includes ensuring the
right to freedom of movement

for employees to enter and 
leave employment willingly 
and voluntarily through the 
prohibition of withholding 
employee identity documents. 

3. Effective abolition of child labour

4. 	�Elimination of discrimination
with respect to employment
and occupation

5. 	�The prohibition of regular
and excessive overtime

a. �Working hours should not exceed
60 hours in any 7-day period.
Regular working hours should
be made clear in a contract,
and not exceed 48 hours

6. 	�Provisions to protect worker health
and safety (WHS/OHS policy).

1.2  Does the code apply to 
multiple levels of the supply chain 
including the raw materials level?

Rationale: For a company to ensure 
the rights of all its workers, a Code of 
Conduct must be communicated and 
enforced at all stages of the supply 
chain. This question asks whether 
the company has communicated 
the requirements of the Code of 
Conduct beyond final stage of 
production suppliers (cut-make-trim). 

Validation: Full credit will be awarded 
to companies that can evidence how 
the Code of Conduct is communicated 
to both Inputs Production and Raw 
Materials suppliers. At the raw materials 
stage this may be demonstrated 
through some certifiers e.g. BCI.

Partial credit is awarded where Code 
of Conduct standards are applied 
across two of the three stages. 

1.3  Is the code included in 
supplier contracts?

Rationale: Including the Code 
of Conduct as a compulsory 
element of supplier contracts is a 
key way for companies to enforce 
core working standards.

Validation: Provide the 
company’s supplier contract.

2 . A C C O U N TA B I L I T Y

Company identifies clear points of 
accountability for human rights and 
environmental sustainability at the 
management and board level.

2.1  Does the company have 
a designated senior officer 
accountable for implementation, and 
a board committee/process tasked 
with oversight of its supply chain 
policies that address human rights 
and environmental sustainability?

Rationale: Companies must have 
delegated responsibilities for the 
oversight and implementation of 
policies and must ensure that human 
rights and environmental policies 
are embedded at the most senior 
level to ensure their implementation 
throughout the entire company. Having 
these delegated responsibilities 
ensures that all business activities 
are coherent with and account for the 
company’s responsibility to respect 
human rights and environmental 

sustainability. If not implemented 
consistently, staff continue to perform 
their role without awareness or regard 
for human rights or sustainability, 
and poor human rights and 
environmental practices can continue. 

Validation: Full credit will be awarded 
where company can list both senior 
(executive leadership) and board level 
(individual member or governance/
risk committee) positions responsible 
for implementation of policies with a 
description of their roles/how they are 
held accountable at both executive 
and board level. Partial credit will be 
awarded where staff positions are 
listed without description of roles for 
implementing policies, or where only 
one position can be listed/described.

https://www.ilo.org/declaration/lang--en/index.htm
https://www.ilo.org/declaration/lang--en/index.htm
https://www.ethicaltrade.org/sites/default/files/shared_resources/eti_working_hours_guidance.pdf
https://www.ethicaltrade.org/sites/default/files/shared_resources/eti_working_hours_guidance.pdf
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B. Tracing & Risk
From this point on, all questions in sections 2, 3 and 4 are 
asked of three separate stages of the supply chain.

FINAL STAGE PRODUCTION INPUTS PRODUCTION RAW MATERIALS

CUT-MAKE-TRIM TEXTILE PRODUCTION PRIMARY FIBRE

3 .  T R A C I N G  A N D 
T R A N S PA R E N CY

Company traces and is  
transparent about its suppliers  
at all levels of its supply chain.

3.1  Approximately what  
percentage of facilities 
(factories, mills, farms etc.) 
has the company traced?

By number of facilities, rather than 
volume of production. By traced 
we mean that the company has 
direct knowledge of the facility 
including name and location.

3.2  Provide total number  
of facilities that produce for 
the company, including all 
subcontracted producers  
(if known).

3.3  List all countries in which 
production takes place for each 
stage of the supply chain.

Rationale: Worker exploitation and 
modern slavery are a greater risk 
at the fringes of the supply chain in 
smaller, less scrutinised suppliers and 
subcontractors. This is a particular 
concern for those suppliers which 
are used for smaller and one-
off orders where the company’s 
compliance program may not extend, 
or with whom the company may 
have a shallower relationship.

Validation: For Inputs Production and 
Final Stage Production, please provide 
a percentage out of the total number 
of facilities, NOT the percentage of 

production volume. For Raw Materials, 
we will accept the volume of production 
due to the prevalence of sourcing 
raw materials through programs and 
initiatives that do not provide total 
numbers. Credit may be awarded if fibre 
is being sourced through reputable 
certification (e.g. Fairtrade, BCI).

For Inputs Production and Raw 
Materials, where few companies 
have direct relationships, outline how 
traceability has been achieved.

Please note that although Questions 
3.2 and 3.3 are non-assessable, 
and will not be made public, they 
will be used to validate company 
answers for subsequent questions. 
It is therefore important that 
this information is provided.

3.4  Is the company involved in 
a tracing project to identify the 
location of unknown suppliers?

Rationale: Companies that have 
not fully traced their supply chains 
have a higher risk of poor human 
rights and environmental practices 
occurring in their supply chain. We 
encourage companies to prioritise 
tracing their supply chain in full, and 
here seek to credit those companies 
with active tracing projects underway.

Validation: Describe the company’s 
efforts to trace the location of 
unknown facilities at each stage of 
production. How does the company 
collect information including the 
names and addresses of facilities 
used beyond first tier suppliers? 

MATERIALS  
COT TON ( FA R MING ); WOOL , R AW HIDE , E TC ( HUSB A NDRY, 
SHE A R ING, E TC); CRUDE OIL FOR SY N T HE T IC F IBR ES , 
PL A ST IC S , E TC ( E X T R ACT ION, R EFINING )RAW

PRODUCTION  
T E X T IL ES PRODUCT ION (GINNING, SPINNING, 
K NI T T ING, DY ING, EMBROIDERY ); L E AT HER 
( TA NNING ); PL A ST IC ( PROCES SING, MOUL DING )INPUTS

STAGE PRODUCTION  
CU T- M A K E-T R IM (CM T ) M A NUFACT UR ING  
(CU T T ING, SE W ING, PR IN T ING )FINAL

For sections 2, 3 and 4, you will 
be reporting on all three stages 
of production. Please see the 
graph above to understand which 
production processes we classify 
under each stage of production.

For Inputs Production, companies 
should nominate a primary production 
process based on human right 
risk. Typically, this will require 

companies to report on fabric mills 
unless the company’s primary fibre 
differs greatly to that of a textile 
production chain (e.g. leather).

For Raw Materials, you may select 
just one fibre, which should be 
selected based on volume (being 
your most used fibre) or risk (that 
fibre which has demonstrated the 
highest labour rights risks).
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If all suppliers at any of the 
production stages have been 
traced, select N/A for that stage. 

3.5  Is there a public list  
of facilities?

Must include names and addresses.

Rationale: Publishing supplier lists 
is a key way for companies can 
demonstrate their commitment to 
being held accountable for issues 
in their supply chain. Transparency 
about supplier locations in particular 
is a valuable tool for civil society to 
verify that working conditions meet the 
standards companies claim to enforce 
and also identify a company to contact 
should a concern require remediation.

Validation: Provide a link to supplier 
lists. Full credit is awarded where there 
is a public list of all traced facilities at 
that stage of production, which includes 
the name and address of each facility. 
Partial credit is awarded where there is 
an incomplete list of traced facilities.

3.6  In addition to the facilities’ 
names and addresses, does 
the company also publish at 
least three of the following 
indicators about each facility:
●  ��The parent company of the 

business at the site
●  ��Type of products made
●  �Worker numbers at each site
●  �Percentage of female 

workers at each site
●  ��Percentage of migrant/temporary 

workers at each site

●  ��Date of last audit
��●  �Audit report and/or 

Corrective Action Plan

Rationale: This question exists 
to credit those companies that 
are going above and beyond the 
minimum expectations when it 
comes to corporate transparency.

Validation: Provide a link to where 
this information is published. Full 
credit will be awarded where at 
least three of the listed indicators 
are published for all facilities. Partial 
credit will be given for less than 
three indicators, or where additional 
information is provided for some of 
the suppliers that are publicly listed.

Partial credit may be awarded 
at researchers’ discretion where 
facility names are provided with 
indicators, but without addresses.

Example: See Nike’s Interactive 
Manufacturing Map.

4 .  R I S K

Company assesses and 
discloses material human 
rights and environmental risks 
throughout its supply chain.

4.1  Has the company conducted a 
labour rights risk assessment of its 
supply chain to improve its labour 
rights management system? 

Please identify material human 
rights risks identified at each stage, 
including compulsory risks identified 
in Survey Support Document.

Rationale: Labour rights risks can 
vary according to different regional 
contexts, making it important for 
companies to understand the 
specific labour rights risks across its 
supply chain. By conducting a risk 
assessment, a company can not only 
better understand the risks, but also 
implement learnings to improve its 
labour rights management systems.

Validation: Describe what risk 
assessment has been done and 
for what portion of the supply 
chain, including details of how 
this assessment has been 
implemented to improve labour 
rights management systems. 

Full credit is applied when a risk 
assessment has been conducted 
and it can be demonstrated that 
the assessment has been used 
to improve the company’s labour 
rights management system. For full 
credit, companies must sufficiently 
reference risks related to:
●  �Ongoing COVID-19 related risks 

for garment workers; and
●  ��Uyghur forced labour (for 

companies sourcing from China).

Partial credit is applied when a risk 
assessment has been conducted 
without any clear steps to improve the 
company’s labour rights management 
system, or where one or both of the 
above specified risks are not mentioned.

Companies submitting a Modern 
Slavery Statement under the Australian 
Modern Slavery Act (Cth) may wish to 
provide and outline the key processes 

of risk assessment and reporting that 
the company is using and/or has used 
in relation to meeting its mandatory 
reporting requirements under the Act.

4.2  Has the company 
undertaken an assessment of its 
environmental impacts and risks 
throughout its supply chain?

Rationale: When company 
decision-makers understand their 
environmental impacts and risks 
throughout the supply chain, they’re 
better situated to develop a strategic 
approach to environmental issues.

Validation: Describe what risk 
assessment has been done 
and for what portion of the 
supply chain, including details 
of how this assessment has 
been implemented to reduce 
environmental impacts and risks. 

Full credit is applied when a risk 
assessment has been conducted 
and it can be demonstrated that 
the assessment has been used to 
improve the company’s environmental 
management system. Partial credit 
is applied when a risk assessment 
has been conducted, without any 
clear steps to improve the company’s 
environmental management system. 

A robust risk assessment may 
include environmental profit and 
loss statement, or environmental 
impact and risk assessment.

http://manufacturingmap.nikeinc.com/
http://manufacturingmap.nikeinc.com/
https://www.legislation.gov.au/Details/C2018A00153
https://www.legislation.gov.au/Details/C2018A00153
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C. Supplier 
Relationships & 
Human Rights 
Monitoring	

5 .  R E S P O N S I B L E  P U R C H A S I N G

Company adopts fair and responsible 
policies and behaviours for 
supplier orders and contracts.

5.1  Does the company have a 
policy on responsible purchasing 
practices in relation to supplier 
engagement, including a strategy for 
the implementation of the policy?

Rationale: Labour rights must be 
upheld and precede the importance 
of delivery dates, lead times, 
and costings. Research from the 
International Labour Organisation 
demonstrates a negative correlation 
between companies’ purchasing 
behaviour and the ability of fashion 
industry suppliers to uphold company 
mandated Codes of Conduct. This 
puts the lives and dignity of workers 
at risk, and leads to harmful impacts 
on workers such as failure to pay 
wages and benefits, use of excessive 
overtime (which may be forced), use 
of subcontractors (where WHS and 
labour conditions are unmonitored), 
and precarious employment resulting 
from increased use of temporary labour. 

It is essential that all teams within a 
company, including, but not limited 
to; design, product development, 
production, and buying teams, 
are aware of the impact their 
purchasing and order behaviour 
has on the experience of workers 
and the conditions they work in.

Validation: Please provide a policy and 
accompanying strategy that addresses 
responsible purchasing practices. For 
full credit, the policy must include 
reference to the following points: 

��●  ��Education/training of internal 
staff (buyers, production, design, 
etc.) on responsible purchasing 
practices and the impact of their 
behaviour on garment workers; 

●  ����Implementation of sufficient lead 
times through production planning, 
capacity, and forecasting; 

●  ����Maintenance of last-minute order 
changes, including acceptance of 
financial liability for resulting overtime 
and additional material costs; 

��●  ��Pricing negotiations and payment, 
including: ensuring negotiations do 
not undercut the supplier’s base 
costs, ringfencing labour costs to 
include allowance for legal minimum 
wage rises, contractual agreement 
of prices, and on-time payment; 

�●  ��Opening a purposeful dialogue with 
suppliers to gauge constructive 
feedback on the success or harm 
resulting from the company’s 
purchasing behaviour, enabling 
all parties to collaborate for 
the benefit of workers. 

The accompanying strategy must 
demonstrate that the company 
has a credible plan in place for the 
implementation of each policy point. 

Full credit will be awarded where 
both policy and strategy are provided, 
with strong links between the pair. 

Best practice companies may 
also describe efforts to extend 
responsible purchasing practices 
and implementation of applicable 
policy points beyond final stage 
suppliers to include inputs and/
or raw materials suppliers. 

Example: We recommend that you 
review the Ethical Trade Initiative’s 
(ETI) Guide to Buying Responsibly 
in developing/updating your 
policy on purchasing practices. 

5.2  Does the company track data 
related to responsible purchasing 
practices including percentage of 
orders paid on time and percentage 
of retrospective changes made 
to orders or payment terms?

Rationale: Tracking data related to 
responsible purchasing practices is 
essential to ensure that the standards 
put in place are met, with worker 
welfare being central to the process. 
Tracking data such as order payments 
and retrospective order changes 
is beneficial to understanding the 
ongoing relationship between your 
efforts towards responsible purchasing 
practices and the flow-on impacts 
these may have on suppliers. 

Validation: Describe how the company 
tracks data related to responsible 
purchasing practices, using the list 
of points in question 5.1 above as a 
guide. For full credit, the following data 
points must be tracked and disclosed:

�●  ��Percentage of orders paid on 
time (within 60 days); and

●  ���Percentage of retrospective 
changes made to orders or payment 
terms after the original purchase 
order agreement was made.

Partial credit will be awarded 
where description is provided 
without data points, or data 
points without description. 

6 .  S U P P L I E R  R E L AT I O N S H I P S

Company establishes strong supplier 
relationships to incentivise good labour 
rights and environmental practices. 

6.1  Does the company train 
suppliers to understand their 
responsibility for upholding and 
implementing labour rights and 
health and safety standards?

Rationale: Monitoring methods such 
as audits can only provide a snapshot 
of working conditions as observed 
at periodic intervals. It is important 
that suppliers and factory managers 
are skilled at identifying workplace 
issues which may arise in front of 
them. Training is one way a company 
can support this and ensure that 
problems are properly remediated.

https://www.ethicaltrade.org/sites/default/files/shared_resources/guide_to_buying_responsibly.pdf
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Validation: Detail training and who 
it is provided to. Training should 
specify the workers’ rights to:
●  ��Employment under and with 

full understanding of the legal 
conditions of their employment

●  ��A safe and healthy workplace
●  ��Freedom of association
●  ��Access to and function of 

grievance mechanisms.

Full credit is awarded where training 
in all of these areas is provided 
to suppliers/factory managers. 
Partial credit will be awarded where 
suppliers/factory managers are 
trained in some but not all areas.

6.2  Does the company actively seek 
to improve its influence and leverage 
with suppliers through initiatives 
such as MSIs, supplier consolidation, 
and industry collaboration?

Rationale: Fashion companies have 
historically had little leverage over 
suppliers and worker conditions due 
to small order amounts comparative 
to factories’ full capacities. However, 
there are ways that brands can 
increase their leverage with suppliers 
to improve labour rights. This 
question seeks to credit companies 
driving labour rights change through 
increasing leverage with suppliers, 
via MSIs, supplier consolidation, and 
collaboration with industry peers. 

Validation: For full credit, 
companies must demonstrate how 
their initiatives cause suppliers to 
improve standards for workers. 

Examples include:
●  ���MSIs which encourage suppliers 

to improve worker conditions 
(or make it more difficult not to). 
Membership and evidence of positive 
improvement must be demonstrated. 
E.g. International Accord, Action 
Collaboration Transformation 
(ACT), Fair Labor Association;

�●  ��Companies who have significantly 
consolidated their supply 
chain to increase leverage with 
remaining suppliers through 
higher order volumes, and 
can demonstrate that this has 
increased leverage for change;

�●  ��Companies who have partnered 
with one or more industry peers 
sourcing from the same factories 
to leverage change/encourage 
suppliers to adopt new practices. 

6.3  Does the company have a 
preferred supplier program by which 
suppliers are incentivised for strong 
labour rights and/or environmental 
sustainability records?

Rationale: Factory managers may 
require assurance of future orders 
before they are prepared to invest 
in improving working conditions 
and wages. A preferred supplier 
program which links continuously 
improving and high levels of social 
and environmental compliance with 
the selection of suppliers for orders 
is a direct incentive for factories to 
strive for continued improvement. This 
question is looking for a correlation 
between strong labour conditions 

and/or environmental performance, 
and increased orders to that facility.

Validation: Please describe 
the program in place. For full 
credit, the program must:

●  ���Show a standard of distinction (either 
between approved suppliers, or a high 
standard required of all suppliers) on 
the basis of labour rights records/
environmental sustainability, and;

�●  ��Exhibit preferential treatment based 
on that distinction, e.g. increased 
orders, guaranteed orders, training 
within facilities. The program must 
incentivise strong labour rights/
environmental sustainability and not 
just communicate them as a minimum 
standard, and it needs to have been 
communicated to suppliers (therefore 
not just an internal ranking system). 

For companies who own a portion 
of their supplier base and have 
evidenced that this leads to stronger 
labour rights/environmental standards, 
partial credit will be awarded. If 
company owns 100% of their supplier 
base, full credit will be awarded.

7.  F O R C E D  L A B O U R ,  
C H I L D  L A B O U R  A N D  
H U M A N  T R A F F I C K I N G

Company identifies and works 
to address risks of forced labour, 
child labour and human trafficking 
throughout its supply chain.

7.1  Has the company produced 
a Modern Slavery Statement? 

(Companies who are not required 
to submit a statement in Australia 
must evidence efforts to assess 
modern slavery risks meeting 
the seven points stipulated in 
Survey Support Document.)

Rationale: The Commonwealth 
Modern Slavery Act came into force 
on the 1st of January 2019, requiring 
businesses in the Australian market 
with a consolidated revenue of at 
least AUD$100 million to submit a 
Modern Slavery Statement annually. 
For companies under this threshold 
or outside of this jurisdiction, 
we are seeking an equivalent 
assessment of modern slavery 
risks and mitigation measures. 

Validation: Please provide a link to 
your Modern Slavery Statement, either 
on your website or on the registry. The 
statement must outline the actions 
taken by the company to assess and 
address the risks of modern slavery 
in their global supply chains. For full 
credit, all 7 mandatory criteria as 
stipulated by the Act must be covered. 
Partial credit may be awarded where 
only some of the criteria are included.

Criteria includes: 

1. �Identify the reporting entity

2. �Describe the reporting 
entity’s structure, operations 
and supply chains

3. �Describe the risks of modern slavery 
practices in the operations and 
supply chains of the reporting entity 
and any entities it owns or controls
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4. �Describe the actions taken by the 
reporting entity and any entities 
it owns or controls to assess and 
address these risks, including due 
diligence and remediation processes

5. �Describe how the reporting 
entity assesses the effectiveness 
of these actions

6. �Describe the process of consultation 
with any entities the reporting entity 
owns or controls (a joint statement 
must also describe consultation with 
the entity giving the statement), and

7. �Provide any other relevant 
information.

If the company is under the revenue 
threshold for submission, they must 
demonstrate some level of effort 
that matches the intentions of the 
Act with regards to disclosure of 
modern slavery risks in their supply 
chain, and efforts to address these. 

7.2  Does the company ensure 
that there is no unauthorised 
subcontracting and that all 
authorised subcontracted 
production adheres to 
code standards?

Rationale: Worker exploitation is 
most likely to arise in more distant and 
removed parts of the supply chain, 
such as subcontracted facilities. This 
question is asking whether there 
are steps taken to ensure that the 
standards laid out in the code are 
adhered to in subcontracted facilities. 

Validation: Please provide 
information on the program or 
steps undertaken for each stage of 
production. If subcontracting is not 
allowed in any situation, company 
must stipulate how this is monitored. 
For companies who allow primary 
suppliers to use subcontractors, details 
must be provided on process for 
ensuring subcontracted production 
is adhering to code standards.

7.3  Does the company 
track suppliers’ use of 
vulnerable workers?

Incl. migrant, temporary/
contract and female workers

Rationale: Vulnerable workers are 
common to most supply chains. 
Temporary and contract workers 
commonly fill positions created by a 
short-term increase in demand, while 
migrant workers travel away from home 
for work where factories are located. 
These workers are vulnerable as the 
nature of their employment is less 
stable, which can leave them more likely 
to be exploited as they feel less secure 
about asserting their rights at work. 

Distance from home and visas 
which link residence to employment 
can also make vulnerable workers 
feel apprehensive about asserting 
workplace rights. There is nothing 
inherently wrong with a factory 
employing temporary/contract, migrant 
or female workers, but the presence 
of these workers in a factory may 
signify a portion of the workforce who 
require additional attention to ensure 

their rights are upheld. For example, 
a disproportionately high use of 
temporary and contract workers within 
a workplace may signify a systemic 
attempt to get around legislative 
protections for permanent workers. 

Validation: Describe how this is 
tracked for each stage of production 
and provide data showing results.

7.4  Are suppliers monitored 
for their use of labour brokers 
and recruitment fees?

Rationale: The use of labour brokers 
means that there is another party 
involved in the recruitment of workers 
which raises concerns for instances 
of modern slavery including forced 
labour and debt bondage. Modern 
slavery typically arises where there 
is deception, coercion or fraud in the 
recruitment process, and the presence 
of a broker between a worker and 
their employer increases the risk of 
this occurring. Charging recruitment 
fees to new employees often creates 
debt bondage which amounts to a 
form of forced labour. For this reason, 
companies must monitor any use of 
labour brokers to ensure exploitative 
practices are not occurring.

Validation: Describe how this 
monitoring takes place.

8 .  G E N D E R  I N E Q U A L I T Y

Company identifies and 
works to address gender 
inequality and discrimination 
throughout its supply chain. 

8.1  Does the company have a policy 
addressing gender inequality 
in the supply chain, including a 
strategy to address discrimination 
and rights violations faced by 
women in the apparel industry?

Rationale: This question aims to 
determine whether the company 
has a policy and an implementing 
strategy that addresses the 
differential impacts the garment 
industry has on female workers. This 
includes (but is not limited to): 
●  ��Verbal and physical abuse;
●  ��Sexual harassment;
●  ��Reproductive discrimination; 
●  ��Full and equal participation; 
●  ��Gendered processes of migration; 
●  ��Health impacts; 
●  ��Childcare responsibilities. 

Validation: Please provide a policy 
that addresses gender inequality in 
the supply chain, including a strategy 
to address discrimination faced by 
women in the apparel industry.

Example: See Clean Clothes 
Campaign’s Made by Women report 
and Fair Labour Association’s 
report Triple Discrimination: 
Woman, Pregnant and Migrant 
for further information.

9 .  M O N I T O R I N G

Company regularly monitors labour rights 
standards throughout its supply chain 
including implementation of its code 
of conduct and supply chain policies. 

https://cleanclothes.org/file-repository/resources-publications-made-by-women.pdf/view
https://www.fairlabor.org/about-us/fla-news/
https://www.fairlabor.org/about-us/fla-news/
https://www.fairlabor.org/about-us/fla-news/
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9.1  What percentage of facilities are 
monitored over a 2-year period by 
trained social auditors or through 
worker-led processes (i.e. includes 
worker participation and is guided 
by workers’ rights and priorities)? 
This may also include shared 
monitoring through collaboration 
with MSIs or other companies.

Rationale: Social audits by trained 
social auditors and other equivalent 
monitoring processes provide an 
independent snapshot of working 
conditions by staff qualified to 
look specifically for exploitative 
practices. Only what is detected 
can be remediated, which makes 
monitoring an invaluable part of a 
labour rights management system.

Traditional forms of social auditing are 
not always the most reliable methods 
for uncovering issues. We welcome 
other innovative forms of monitoring 
which are worker centric and aim 
to address issues present in audits. 
Worker-led monitoring processes must 
include worker participation and be 
guided by workers’ rights and priorities. 

Audit/monitoring fatigue and COVID-19 
have both had negative impacts on 
companies’ ability to perform effective 
audits. Evidence of the use of audit 
sharing platforms and alternative 
forms of monitoring will be accepted.

Validation: Describe the monitoring 
process and frequency, and provide 
a breakdown of the percentage 
of facilities that are monitored by 
internally trained staff and third-
parties, and/or through worker-led 

processes. We collect this data to 
obtain a fuller understanding of the 
monitoring processes in place. 

If audits are the company’s primary 
form of supplier monitoring please 
include the names of the third-
party/third parties used and/or the 
social audit training provided to 
staff who conduct audits. Please 
do not answer based on self-
assessment questionnaires, or 
monitoring visits conducted for other 
purposes such as product quality 
or environmental compliance.

If companies use other forms of 
monitoring, including worker-led 
processes, please also provide a 
description of these and explain 
how the company came to use 
these processes alongside, or as an 
alternative to, traditional auditing.

9.2  What percentage of facilities 
are monitored with unannounced 
audits over a 2-year period?

Rationale: Announced audits alone 
can only provide a snapshot of working 
conditions in a facility and audit 
quality can vary greatly. Unannounced 
audits can add another dimension to 
the social compliance program and 
enhance the accuracy of data gathered.

Validation: Provide a breakdown 
specifying what percentage of 
factories receive unannounced 
audits and examples of findings 
gathered from these audits.

9.3  What percentage of facilities 
are known to have other worker 

voice processes such as anonymous 
worker surveys or off-site 
worker interviews in place?

Rationale: Processes such as 
anonymous worker surveys and off-site 
interviews allow for a more in-depth 
assessment of factory conditions 
and add an important dimension to 
collective bargaining. Such processes, 
when conducted in a way that the 
workers trust (at arm’s length from 
factory management), allow for workers’ 
concerns to be heard, particularly in 
regions where independent union 
activity is outlawed or heavily restricted.

Validation: Provide a breakdown 
specifying what percentage of factories 
use other worker voice processes 
such as anonymous worker surveys 
and off-site worker interviews to hear 
workers’ concerns. Please outline 
the processes in place and provide 
examples of the findings. Please 
note grievance mechanisms do not 
receive credit for this question.

9.4  Does the company 
publicly report on the results 
of supplier monitoring and 
evaluation procedures?

(E.g. percentage breakdown or number 
of facilities with remediation plans, 
selected audit findings on multiple 
topics, summary of assessment 
findings or aggregate facility ratings.)

Rationale: Disclosure of instances 
of worker exploitation or violations of 
the Code of Conduct is a measure of 
a mature social compliance system, 
rather than an indication of failure. 

It is undetected and un-remediated 
breaches which are the greatest 
concern. We are looking for broad 
disclosure of the breaches found 
through the company’s compliance 
monitoring, along with description 
of remediation steps undertaken.

Validation: Provide a link to where 
this information is publicly available. 
This information could include:
��●  ��Percentage breakdown or number 

of facilities with remediation plans;
��●  ��Selected audit findings 

on multiple topics;
�●  ��Summary of assessment findings 

or aggregate facility ratings. 

Best practice reports should be 
published with details of how these 
breaches are being remediated, 
but this is not necessary for 
credit for this question.

1 0 .  R E M E DY  A N D  
C O R R E C T I V E  A C T I O N

Company ensures all labour rights 
issues and violations are remediated 
in the best interests of the impacted 
workers and their communities

10.1  What percentage of 
corrective action plans pertaining 
to wages and/or overtime are 
resolved within 12 months?

Rationale: Corrective action plans 
(CAPs) addressing issues such 
as wages and excessive overtime 
are often not resolved efficiently 
or effectively. These issues often 
occur repeatedly in facilities and 
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little to no progress is made towards 
remediating them over time.

Validation: In addition to selecting 
the correct percentage for each stage 
of production, we also require audit 
evidence. Please provide relevant audit 
documentation (for example, the CAP 
and the follow-up audit) demonstrating 
how wage and/or overtime issues 
have been resolved in 12 months. 

Companies seeking credit higher 
than 25% must provide a list of all 
facilities with CAPs raised, and also 
list all CAPs closed (including dates). 
The researcher will then select up to 
five CAPs (with audits) at random for 
the company to provide as evidence. 

If a company is claiming that no 
CAPs have been raised, then 
they must provide audits that 
demonstrate no CAPs raised. 

If a company is claiming over 50%, 
instead of asking for greater than 5 
CAPs/follow-up audits, we will enquire 
as to how you have closed so many 
CAPs, including the processes used 
to identify, track and resolve wage 
and overtime issues long term.

10.2  Where child and/or forced 
labour is found to exist, does 
the company have a process for 
responding to violations through 
dialogue with and primary 
consideration for the best interests 
of the affected stakeholders?

Rationale: The mark of a strong social 
compliance system isn’t necessarily the 
absence of child or forced labour, but the 

discovery and effective remediation of it. 
This question credits those companies 
that have been proactive and prepared 
for the event that child or forced labour 
is discovered in their supply chain, no 
matter how unlikely they feel that is.

Validation: Please provide the 
company’s child and forced labour 
remediation policies and outline 
the remediation procedures in 
place. Where the company can 
demonstrate a robust remediation 
procedure for both child AND forced 
labour, full credit will be awarded.

A robust corrective action process 
includes: a process for responding to 
violations through dialogue with and 
primary consideration for the affected 
stakeholders, including evidence that 
remedy(ies) are satisfactory to the 
victims or groups representing the 
victims, means to verify remediation 
and/or implementation of corrective 
actions, and potential actions taken 
in cases of non-compliance.

Examples and Resources: 
�●  ���Impactt Limited’s Child Labour 

Operational Principles
�●  ���International Labour Organization’s 

Guidance Tool on “How to 
do Business with Respect 
for Children’s Right to be 
Free from Child Labour”

�●  ���International Labour Organization’s 
Child Labour Platform

�●  ���International Labour Organization’s  
Combating Forced Labour: 
A Handbook for Employers 
and Business 

D. Worker 
Empowerment
1 1 .  L I V I N G  WA G E S

Company commits to pay living 
wages and is progressing against a 
timebound plan to meet this goal.

11.1  Has the company published 
a credible commitment to pay 
living wages based on a clear 
methodology with timeline 
and key milestones?

Rationale: This is a strong step 
in transparency, demonstrating a 
company’s willingness to be held 
publicly accountable for making 
progress towards paying living 
wages in its supply chain.

Validation: Provide a link to where 
this is information is made publicly 
available. Full credit will only be given if 
all criteria are met (clear methodology, 
timeline with measurable key 
milestones). Partial credit will be given 
if only some of the criteria are met. 

11.2  Has the company adopted 
a living wage methodology and 
calculated a living wage for each 
region that it operates in?

Rationale: The debate over what 
constitutes a living wage has often been 
an obstacle to developing a living wage 
standard which can be applied across 
a vast supply chain. Consequently, 
credit is awarded for the adoption of 
industry accepted methodologies, 
such as calculations done using the 

Anker methodology by the ISEAL 
Alliance or the Asia Floor Wage.

Validation: For full credit, please 
outline steps taken to adopt an 
existing methodology which provides 
a calculation for a living wage in each 
of the company’s sourcing regions. 
Please include the calculated result 
for each region. If there is no accepted 
methodology for any of the company’s 
sourcing regions, we will accept an 
independent calculation based on 
an assessment of what is required 
to meet a family’s needs (with some 
discretionary income/savings) in each 
region, and how this amount will be 
earned without working overtime. This 
process should involve consultation 
with local labour organisations. 
Partial credit will be awarded if the 
company can demonstrate initiatives 
in some of their sourcing regions.

Note: ‘Regions’ must at minimum 
include each different country 
a company sources from. For 
companies sourcing from China or 
India, please provide a breakdown 
of sourcing regions including the 
different regional calculations.

Further Resources:
�●  ���The Industry Wage Gap

11.3  What percentage of 
facilities pay a living wage?

Validation: In addition to selecting 
the correct percentage for each 
stage of production, please provide 
relevant audit documentation 
demonstrating that a living wage 

https://impacttlimited.com/services/child-labour-remediation/
https://impacttlimited.com/services/child-labour-remediation/
https://www.ilo.org/ipec/projects/global/protect-respect-remedy/lang--en/index.htm
https://www.ilo.org/ipec/projects/global/protect-respect-remedy/lang--en/index.htm
https://www.ilo.org/ipec/projects/global/protect-respect-remedy/lang--en/index.htm
https://www.ilo.org/ipec/projects/global/protect-respect-remedy/lang--en/index.htm
https://www.ilo.org/ipec/Action/CSR/clp/lang--en/index.htm
https://www.ilo.org/global/topics/forced-labour/publications/WCMS_101171/lang--en/index.htm
https://www.ilo.org/global/topics/forced-labour/publications/WCMS_101171/lang--en/index.htm
https://www.ilo.org/global/topics/forced-labour/publications/WCMS_101171/lang--en/index.htm
https://www.globallivingwage.org/about/anker-methodology/
https://www.theindustrywewant.com/wages
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(aligned with the calculations 
provided above) is being paid.

If the company is seeking 1-25% 
credit, please provide a sample of 5 
audits for each stage of production. If 
claiming more than 25% credit, please 
explain how this has been achieved, 
and provide a list of all facilities the 
company claims pay workers a living 
wage. From this list, our researchers will 
select a random sample for which we 
request to see audit documentation.

For companies who complete more 
than 50% of their production volume 
at company owned facilities, up to 
50% of credit in this question may 
be assessed based on living wages 
paid in these facilities. E.g. A company 
sources from 10 factories, but owns 3 
of these in which they produce 80% 
of their volume. The company pays 
living wages in 100% of their owned 
factories. Therefore, they are able to 
claim 50% credit in this question based 
on owned facilities. The remaining 
50% credit in this question will be 
assessed on any living wage evidence 
provided for the outsourced factories. 

11.4  What percentage of facilities 
have projects to improve wages?

Select 100% if all factories 
pay a living wage.

Rationale: This question aims to 
award credit for other efforts to 
improve worker incomes. It is not 
prescriptive about how this may be 
achieved but rather seeks to reward 
initiative toward the goal of paying 
a living wage in the absence of a 

widely agreed standard and solution. 

Validation: Detail projects and 
how they work to improve wages 
or worker income in other ways. 
Partial credit will be awarded if the 
company can demonstrate initiatives 
in some of their sourcing regions.

Example: FairTradeUSA’s Apparel 
Standard seeks to improve worker 
incomes by paying a ‘fair trade 
premium’ which a committee 
of workers votes to decide how 
to disperse. This may be either 
among workers or to contribute to 
community development initiatives 
which will improve their welfare. 

1 2 .  W O R K E R  E N G A G E M E N T

Company supports worker-led 
initiatives and other programs 
to educate workers in its supply 
chain on their labour rights. 

12.1  Are workers trained on their 
rights and entitlements, including: 
conditions of employment, 
freedom of association, and use 
of grievance mechanisms?

Rationale: Workers are best able 
to advocate for their rights and 
safety when they are equipped 
with knowledge about their legal 
rights and entitlements, as well as 
the mechanisms available to them. 
Essential knowledge includes:

�●  �Conditions of employment: a 
contract which outlines the worker’s 
terms of employment, including 
pay, hours, rights and entitlements, 

and length of contract (if relevant), 
provides a foundation for workers to 
be able to advocate for their rights.

�●  ��The worker’s right to freedom of 
association: an understanding of 
the right to organise and collectively 
bargain to ensure rights are respected 
is critical to ensuring workers are able 
to voice and resolve workplace issues

�●  ��Grievance mechanisms: A worker’s 
right to raise a grievance is only 
effective if the worker understands 
how to raise an issue. Involving 
workers in the development and 
implementation of a grievance 
mechanism and all workers to use the 
mechanism builds confidence in the 
systems and improves uptake rates.

It is crucial that workers understand 
these rights and are assured that 
they will not face discrimination or 
harassment if they choose to exercise 
their rights to freely associate.

Validation: Describe how workers are 
trained or otherwise informed in each 
area and how consistently training is 
provided across the supply chain. 

1 3 .  F R E E D O M  O F  A S S O C I AT I O N

Company supports the ability of 
workers in its supply chain to freely 
form unions or associations and to 
collectively bargain for their rights. 

13.1  What percentage of facilities 
are known to have independent 
democratically elected trade 
unions and/or collective 
bargaining agreements in place?

Rationale: Workers that engage 
with unions are best placed to 
voice and resolve workplace issues. 
One of the most effective ways to 
address exploitation is ensuring that 
workers can organise and collectively 
bargain to see their rights realised. 

Validation: List facilities with active 
unions and provide the names of the 
unions. For facilities with no unions, 
list and indicate if there is an active 
Collective Bargaining Agreement in 
place. Please note, in lieu of providing 
a list of facility and union names, we 
will consider audit reports with union 
names redacted, if it is clear from the 
available documentation that there is 
an independent, democratically elected 
trade union present in the facility. 

For facilities in countries where 
independent union activity is heavily 
regulated or illegal, such as China, 
we do give credit for other forms 
of democratically elected worker 
representative groups. The company 
must demonstrate how they test 
that the groups are worker-led and 
independent of factory management.

1 4 .  G R I E VA N C E  M E C H A N I S M

Company ensures mechanism(s) 
are in place which enable worker 
complaints to be heard anonymously 
and in their native language.

14.1  Does the company have 
a functioning grievance 
mechanism which workers 
can access anonymously and 
in their native language?

https://www.fairtradecertified.org/sites/default/files/filemanager/documents/Trade_Standard/FTUSA_STD_TradeAHG_EN_1.1.0.pdf
https://www.fairtradecertified.org/sites/default/files/filemanager/documents/Trade_Standard/FTUSA_STD_TradeAHG_EN_1.1.0.pdf
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Company must do more than hear 
complaints; must include investigation 
and efforts to address grievance.

Rationale: Grievance mechanisms 
are a key method for workers to report 
issues to an outside party so that 
unresolved issues may be addressed. 
It is particularly useful for protracted 
problems which factory managers have 
not resolved, or where workers are not 
comfortable reporting issues to factory 
management out of fear of retribution. 

Validation: Please describe 
mechanism. A robust grievance 
mechanism will meet the following 
criteria, derived from Principle 31 of  
The United Nations Guiding 
Principles of Business 
and Human Rights:
�●  Available in workers’ native language;
�●  Anonymity is ensured;
�●  �Enables trust from workers and 

provides assistance for those 
who face barriers to access;

�●  �Clear and known procedure 
and timeframe;

�●  �Thorough investigation and 
remediation of grievances;

�●  �Avenue to escalate concerns to 
an external party if the worker 
feels their concern has not 
been sufficiently addressed.

For full credit, the company must 
evidence a grievance mechanism 
that meets the above criteria and 
provide data showing worker use 
of the mechanism and issues 
remediated by the company.

E. Environmental 
Sustainability
1 5 .  F I B R E  A N D  M AT E R I A L  U S E

Company assesses and seeks 
to improve the environmental 
impacts of the fibres and 
materials used in its products. 

15.1  Has the company assessed 
the environmental impact of its top 
3 fibres and materials used in its 
apparel products and implemented 
learnings from assessment into 
product design and production?

Rationale: Fibres have different 
impacts depending on their type, 
source and how they are processed. 
This question seeks to improve 
understanding of the top 3 fibres 
used by volume and implement 
that understanding into the product 
design stage. Environmental 
impacts can thereby be prevented 
rather than treated after the fact.

Validation: For full credit, please 
identify your top 3 fibres by volume, 
demonstrate that the company has 
assessed the impacts of these fibres 
using a recognised methodology (e.g. 
Natural Capital Accounting, Lifecycle 
Assessment, Environmental Profit and 
Loss Statement) and explain how these 
assessments have been used to set 
targets with accompanying strategies 
for improving the areas identified as 
highest impact in product design and 
production e.g. a material sustainability 

NATURAL FIBRES/MATERIALS

Plant-based 
f ibres

Animal f ibres

Organic Fair 
Trade cotton Organic wool

Organic cotton Responsible wool

Fair Trade cotton Responsible cashmere

CmiA cotton Recycled wool

BCI cotton
Certified down 
(Responsible Down, 
Traceable Down)

REEL cotton Recycled down

Recycled cotton Organic silk

Organic linen Fair Trade silk

Organic hemp Ahimsa/Peace Silk

Preferred rubber (Fair 
Rubber, FSC Certified, 
Global Organic Latex 
Standard (GOLS), 
organic, recycled)

Preferred leather 
(organic, Leather 
Working Group, 
recycled, Land 
to Market)

index, using more sustainable fibres, 
less water-intensive dyeing processes.

15.2  What percentage of the 
company’s final product is made 
from sustainable fibres?

Rationale: Many fibres are available 
from more sustainable sources than 
conventionally sourced. This includes 
fibres that are cultivated using less 
water or chemical-intensive processes, 
recycled fibres, and other new and 
innovative sustainable fibres.

Validation: Explain what sustainable 
fibres you use and what this represents 
as a percentage of the company’s 
final product volume. We credit in 
alignment with Textile Exchange’s 
Preferred Fibre or Material list.

MANUFACTURED FIBRES/MATERIALS

Synthetic f ibres
Man made 

cellulosic f ibres

Recycled polyester 
(rPET)

Lyocell (e.g. FSC, 
PEFC, wood 
and bamboo)

Recycled nylon (rPA)
Preferred modal 
(pModal) (e.g. 
FSC, PEFC)

Bio-based polyester 
(bPET, bPTT, PLA)

Preferred viscose 
(pViscose) (e.g. FSC, 
PEFC, EU Eco Label)

Bio-based nylon
Recycled cotton/
cellulose waste (e.g. 
Lenzing Refibra)

Artificial Spider Silk 
(e.g. Spiber, Bolt 
Threads, SM Silk)

Recycled biomass/
waste (e.g. 
citrus waste)

We give credit for the following 
sustainable fibres, in alignment 
with Textile Exchange’s Preferred 
Fibre or Material portfolio (refer 
to pages 23-25). These fibres have 
been selected because of their 
more sustainable properties in 
comparison to conventional options. 

https://www.ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf
https://www.ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf
https://www.ohchr.org/Documents/Publications/GuidingPrinciplesBusinessHR_EN.pdf
https://store.textileexchange.org/product/2017-preferred-fiber-materials-market-report/
https://store.textileexchange.org/product/2017-preferred-fiber-materials-market-report/
https://store.textileexchange.org/product/2020-preferred-fiber-materials-report/
https://store.textileexchange.org/product/2020-preferred-fiber-materials-report/
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The sustainable quality of the above 
fibres has been determined through 
consideration of their water use, 
wastewater discharge, chemical use, 
energy use, land management and 
waste impact. If you seek credit for a 
fibre not in this list, please provide a 
rationale according to the same criteria. 
We recommend reviewing information 
provided by Textile Exchange.

1 6 .  WAT E R  A N D  C H E M I C A L  U S E

Company assesses, monitors, 
and seeks to improve water 
and chemical use and pollution 
throughout its supply chain.

16.1  Does the company have a 
restricted substances list (RSL), 
and a manufacturing restricted 
substances list (MRSL) against 
which it tests compliance?

Rationale: A restricted substances 
list (‘RSL’) defines permitted levels 
of chemical content and chemical 
exposure (and other harmful 
substances) for final products. A 
manufacturing restricted substances list 
(‘MRSL’) defines banned and restricted 
hazardous substances potentially used 
and discharged into the environment 
during manufacturing. Quality 
assurance systems including testing 
should be used to ensure that facilities 
comply with the RSL and MRSL.

Validation: For full credit, 
companies must provide:
�●  ��RSL and evidence of compliance 

testing and/or quality 
assurance systems; and

��●  MRSL and evidence of 
compliance testing and/or 
quality assurance systems.

Partial credit will be awarded if the 
company can provide evidence of 
some but not all requirements above.

Note: Some companies find that RSLs 
and MRSLs are managed by their 
compliance department rather than 
their ethical sourcing department, 
so we recommend checking this 
internally with your colleagues.

Example: A company example of 
both an RSL and MRSL list, including 
provisions for compliance testing, 
can be found from Marks & Spencer.

16.2  For what percentage of 
water intensive facilities has 
the company collected and 
benchmarked water use data?

Rationale: Apparel production is 
water-intensive. Water-intensive 
facilities undertake washing, dyeing 
and finishing treatments. The majority 
of high water-intensity facilities are 
found at the inputs production tier.

This question aims to increase 
company understanding of actual and 
ideal water usage in water-intensive 
facilities throughout their supply chain. 

Validation: Please list identified 
facilities, water use data collected for 
these facilities, and a benchmarking 
methodology. Benchmarking means 
identifying current facility usage, 
ideal/efficient facility water usage, 
and any gap to be improved upon. 

For companies reporting on 
leather footwear, please report 
on tanneries. For other footwear 
materials, please report on the 
most water intensive process.

Note: This question is assessed 
on percentage of water intensive 
facilities by volume of production, 
not number of facilities. 

16.3  Has the company used 
the above data to implement 
a water use plan?

Rationale: This question aims 
to implement the learnings from 
the previous question. Once the 
benchmarking process has been 
completed and the ideal water usage 
identified, a water use plan will map 
out steps to help reach this goal.

Validation: Provide a water 
consumption reduction plan 
for identified facilities based on 
benchmarking data. This should 
include water reduction targets 
and strategies for improvement, 
and data on your progress. 

16.4  For what percentage 
of wet-processing facilities 
has the company collected 
wastewater quality data?

Rationale: Wet-processing  
facilities include those that  
undertake washing, dyeing, printing  
and finishing processes. These  
facilities are more likely to have 
effluent that is environmentally 
hazardous if not treated prior to 
release into the environment. 

Validation: List identified facilities 
and wastewater quality data collected. 
Please advise how the wastewater 
quality data was collected. 

For companies reporting on 
leather footwear, please report 
on tanneries. For other footwear 
materials, please report on the 
most water polluting process.

Note: this question is assessed 
on percentage of water intensive 
facilities by volume of production, 
not number of facilities.

16.5  Of these, do all  
have wastewater 
improvement strategies?

E.g. Wastewater quality testing 
to a standard, wastewater 
treatment systems

Rationale: Wastewater management 
can be achieved through wastewater 
treatment systems, inputs 
management, wastewater quality 
testing, standards development and 
implementation, and a combination 
of the above. Once the benchmarking 
process has been completed and the 
metrics for appropriate wastewater 
quality are identified, a wastewater 
improvement strategy will map out 
steps to help reach this goal.

Validation: For full credit, explain 
the wastewater quality and 
disposal improvement strategies 
for all wet-processing facilities 
and provide data on progress.

https://textileexchange.org/
https://corporate.marksandspencer.com/documents/m-and-s-ecp-mrsl-and-rsl-2020.pdf
https://corporate.marksandspencer.com/sustainability/our-products/clothing-and-home/responsible-chemicals-management#efe26435604747d8bb841b49f5a5e626
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1 7.  C L I M AT E  I M PA C T

Company has made a public 
commitment and is making 
progress to reduce climate impact 
throughout its supply chain. 

17.1  Has the company published 
an emissions reduction target and 
decarbonisation strategy in line with 
the current UN Fashion Industry 
Charter for Climate Action?

Rationale: Greenhouse gas emissions 
are a consequence of all stages of the 
supply chain. The 2018 UN Fashion 
Industry Charter for Climate Action 
(UNFICCA) is a worldwide framework 
to address the impact of the fashion 
industry on global environmental 
degradation, including greenhouse 
gases. Company commitment to 
this target does two things: firstly, it 
indicates to governments that the 
private sector endorses and seeks to 
align its practices with the Charter; and 
secondly, it sets a target for companies 
to bring their supply chain energy 
usage into line with global standards.

Validation: Provide a link to 
public commitment. Full credit 
is given if the company can 
provide either of the following:

��●  ��A public commitment to reduce 
aggregate greenhouse gas 
emissions by 50% by 2030 (against 
a baseline of no earlier than 2019) 
across scopes 1, 2, and 3, and a 
commitment to achieving net zero 
emissions no later than 2050; OR

��●  ��A public commitment approved by 

Science Based Targets (SBTi) to 
reduce emissions and set targets 
in line with the latest criteria and 
recommendations of the SBTi, and 
a commitment to achieving net 
zero emissions no later than 2050.

Company must evidence they 
have undertaken a supply chain 
assessment to identify and assess/
benchmark areas of greatest climate 
impact, with an accompanying 
strategy to reach these targets; and 
most provide data demonstrating 
progress against specified targets.

Further resources:
��●  ��UNFICCA Climate Action 

Playbook – this document provides 
strategies for implementing a 
decarbonisation strategy, including 
a description of scopes 1, 2, and 3.

Note: The UNFICCA was 
updated at COP26 In November 
2021. This question has been 
updated in alignment. 

1 8 .  I N - U S E  A N D  E N D - O F - L I F E 
E N V I R O N M E N TA L  I M PA C T

Company assesses and seeks 
to improve the environmental 
impacts and resulting waste from 
its products while they are being 
used and at their end of life.

18.1  Has the company assessed the 
environmental impacts of the in-use 
and end-of-life phases of its products, 
and consciously implemented 
specific design features/strategies 
to address these issues?

Rationale: The environmental impact 
of a product continues throughout 
its entire lifecycle, from cradle to 
grave. It is essential that designers are 
aware of the impacts their products 
can have once they are in the hands 
of consumers, and beyond this, at 
their end-of-life. Designers have a 
responsibility to address and reduce 
these impacts through responsible, 
considered design which looks at the 
full lifecycle of a garment, not just 
its production and inputs materials. 
Garments should be designed for 
longevity leading into circularity. 
The fashion industry must move 
towards a circular system, where 
clothing and footwear are designed 
to re-enter the value chain at their 
end-of-life as a valuable asset which 
will help to eliminate wastage 
of resources whilst ensuring a 
sustainable supply of material inputs. 

This question is in alignment with 
agreement 10 from the UN’s Fashion 
Industry Charter for Climate Action. 

Validation: For full credit, the 
company must demonstrate that they 
have evaluated the environmental 
impacts of their product at the in-use 
AND end-of-life phases, and applied 
findings into their design to reduce 
the product’s impact. This may include 
elements of design for circularity, 
or initiatives that support circular 
or ‘cradle to cradle’ models such as 
design for durability, disassembly, 
recyclability and biodegradability. 

Example:
��●  ��The use of monofibres simplifies the 

textile recycling process helping to 
loop the product back into the value 
chain at its end of life. Use of C2C 
certified fabrics are a great way to 
start implementing circularity. This is 
an example of design for recyclability. 

��●  ��Decreasing the usage of coatings 
and glues allows the product to 
be easily separated into different 
components at its end of life and 
thus recycled. This is an example 
of design for disassembly. 

We recommend that you refer to 
Global Fashion Agenda’s Circular 
Design Toolbox for further information 
and suggestions on implementing 
circularity into fashion design.

18.2  Does the company 
communicate environmental impacts 
of product use and disposal with 
consumers, providing actionable 
strategies for reducing impact?

Rationale: Consumer use and 
post-consumer clothing disposal is 
responsible for a large proportion of 
environmental impact over the course 
of garment lifecycles. The Ellen 
Macarthur Foundation estimates 
that a garbage truck load of textiles is 
incinerated or dumped in landfill every 
second, globally. Companies must 
work to minimise the impact of their 
textile product over the course of its life, 
even after a product leaves the store.

It is essential that consumers are 
engaged in education as part of a 
fully circular approach to mitigating 
environmental detriment. Garments 
should be designed/guaranteed for 

https://unfccc.int/climate-action/sectoral-engagement/global-climate-action-in-fashion/about-the-fashion-industry-charter-for-climate-action
https://unfccc.int/climate-action/sectoral-engagement/global-climate-action-in-fashion/about-the-fashion-industry-charter-for-climate-action
https://unfccc.int/sites/default/files/resource/20_REP_UN%20FIC%20Playbook_V7.pdf
https://unfccc.int/sites/default/files/resource/20_REP_UN%20FIC%20Playbook_V7.pdf
https://unfccc.int/climate-action/sectoral-engagement/global-climate-action-in-fashion/about-the-fashion-industry-charter-for-climate-action
https://unfccc.int/climate-action/sectoral-engagement/global-climate-action-in-fashion/about-the-fashion-industry-charter-for-climate-action
https://www.c2ccertified.org/
https://www.c2ccertified.org/
https://ellenmacarthurfoundation.org/
https://ellenmacarthurfoundation.org/
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longevity of use (with repair programs 
forming part of this), but once the 
item is no longer able to be repaired 
or used by the consumer it has the 
potential to re-enter the circular value 
chain as a new textile product. Take-
back programs enable used textiles 
to be recycled into new materials, 
reducing landfill as well as the virgin 
resources required for new production. 

Validation: For full credit, the company 
must demonstrate that they have 
communicated the environmental 
impacts for both in-use AND 
disposal with consumers, and have 
provided practical steps for them 
to take as a result of their impact 
assessment. A robust response will 
include a repair and/or take-back 
program that the company provides 
or substantively makes available 
to customers through partnership 
with a third-party organisation. 

Partial credit will be awarded 
where only in-use or disposal 
impacts are referenced. 

Example:
��●  �Public explanation of the impacts 

of laundering (GHG emissions, 
microfibre water pollution). An 
appropriate recommendation 
would be using a microfibre filter 
washing bag (prevents microfibres 
from entering wastewater).

���●  �Global Fashion Agenda’s Garment 
Collection Toolbox provides 
information and suggestions for 
implementing garment collection 
into business models.

18.3  Has the company assessed 
the environmental impacts of 
over-production and disposal of 
finished goods, and implemented 
a strategy to reduce this impact?

Rationale: The overproduction and 
subsequent disposal of garments is 
a major contributor to environmental 
degradation, increasing landfill 
rates, emissions from incineration, 
and overloading used clothing 
markets. Overproduction begins in 
the production forecasting phase, 
and ends with the company’s 
strategy for the disposal of unsold 
products. For the fashion industry to 
improve its sustainability, conscious 
production and disposal methods 
for unsold clothing is critical.

Validation: For full credit, company 
must provide a strategy and process 
for more sustainable production 
forecasting (reducing the amount of 
unsold clothing) AND a strategy and 
process for the sustainable disposal of 
unsold products. The strategies must 
include current baseline metrics for 
unsold clothing/disposal processes, 
with a description of the current 
processes in place and the timebound 
goals that the strategies aim to reach. 
Strategy must include: current baseline 
metrics for unsold clothing including 
customer returns and damaged/
soiled goods, description of current 
processes in place, and timebound 
goals the strategy aims to reach.

Example:
���●  �Production forecasting: the company 

may provide evidence of an analysis 

undertaken to determine the 
quantity of unsold products in a line/
season and demonstrate how the 
results of this analysis were used to 
forecast future ranges with a goal 
to eliminate unsold inventory.

���●  �Disposal of unsold products: 
the company may provide an 
assessment of the environmental 
impact of the product disposal 
methods available, and demonstrates 
how they have taken action to 
deal with unsold clothing using 
a lower-impact method.
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The 2022 Ethical Fashion Report (EFR) 
looks very different to reports from previous 
years. A numeric score and colour have 
replaced the old A to F grading system. 
While the appearance has changed, 
the underlying research approach 
behind the report and accompanying 
online Brand Finder tool continues 
to be built on the strength of the EFR 
methodology, developed and refined 
over the last nine years. Find out more 
about the methodology, how the EFR is 
researched, and why we’ve changed the 
way we are presenting this information.

W H AT  W E  F O C U S  O N :  
T H E  E F R  S U R V E Y

The Ethical Fashion Report Survey sets 
the agenda for what is assessed through 
the research. It was developed in 2013 
with input from industry and academic 
experts. Each year, the survey questions 
and associated validation criteria are 
refined based on lessons learnt and 
ongoing industry developments. A more 
comprehensive review occurs every three 
to four years, drawing on external expertise. 

The 2022 EFR is based on a survey that 
is substantially unchanged from 2021. The 
next major review is planned for 2023.
The survey covers five major sections and 
comprises of 46 questions covering 18 
different indicators of supply chain practice. 

Appendix 5. 
Methodology

P O L I C I ES  &  
G OV E R N A N C E

1 Code of Conduct: does the company have a clear set of standards for all work in its supply chain?

2 Accountability: does the company ensure senior leaders are held accountable for its ethical standards?

T R AC I N G  
&  R I S K

3 Tracing and Transparency: does the company have a clear picture of where its good are produced?

4 Risk: does the company have a robust approach to identifying and 
managing the greatest ethical risks in its supply chain?

S U P P L I E R  
R E L AT I O N S H I P S 
A N D  H U M A N  
R I G H TS  
M O N I TO R I N G

5 Responsible Purchasing Practices: does the company behave fairly and 
responsibly in the way it makes contracts and places orders? 

6 Supplier Relationships: does the company work with its suppliers to support them to operate ethically?

7 Forced and Child Labour: does the company work to address the highest 
risks of forced and child labour in its supply chain?

8 Gender Inequality: does the company work to address gender inequality and discrimination in its supply chain?

9 Monitoring: does the company have systems in place to ensure breaches 
of its code of conduct and policies are identified?

10 Remedy and Corrective Action: when issues are identified, does the company 
resolve them in the best interests of impacted workers?

WO R K E R  
E M P OW E R M E N T

11 Living Wages: does the company have a credible plan to ensure every worker in its supply chain is paid fairly?

12 Worker Engagement: does the company invest in initiatives that train and empower workers?

13 Freedom of Association: does the company support workers to bargain collectively to ensure their rights?

14 Grievance Mechanism: does the company ensure workers can access mechanisms to safely raise concerns?

E N V I R O N M E N TA L 
S U STA I N A B I L I T Y

15 Fibre and Material Use: does the company prioritise the use of more sustainable fibre options?

16 Water and Chemical Use: does the company ensure it uses and disposes of chemicals and water responsibly?

17 Climate Impact: does the company have a credible plan to reduce the 
climate impact of its operations and supply chain?

18 In-use and End-of-life Impact: does the company seek to reduce the 
environmental impact of its products while and after they are used?
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Only one question (17.1) has had 
substantive change to its validation 
criteria, reflecting updates to the United 
Nations Fashion Industry Charter 
for Climate Action following COP26 
in November 2021. These updates 
saw the threshold for climate action 
in the fashion industry increase to 
50% by 2030, up from the previous 
agreement of 30%. All other changes 
were minor adjustments for clarity. 

While the EFR Survey covers most 
key ethical issues that can emerge 
in fashion supply chains, some areas 
remain partially out of scope. 

The focus is on the human rights of 
workers and their communities. Animal 
rights are intrinsically important. 
However, they are not addressed 
discretely in this research and are 
covered in sections where they have 
important crossovers with labour rights 
or broader environmental sustainability 
concerns, such as sustainable fibre use.

Some areas of the fashion industry’s 
ethical impact are a result of the way 
the entire system functions. Cultures of 
overproduction and consumption, and 
the ways these feed into and are fed 
by fast fashion business models, are a 
key example. The survey does seek to 
cover specific actions that individual 
companies may take to mitigate these 
issues, such as considering circular 
design considerations (Question 
18.1), consumer education initiatives 
(Question 18.2), and strategies to 
reduce over-production and its impacts 

(Question 18.3). However, the focus 
on specific evidenced actions of 
companies that is central to the EFR 
methodology does not fully capture the 
cultural impact of fast fashion business 
models. The EFR is an element of 
our wider work, which includes 
community education and awareness-
raising to address the impact of and 
alternatives to overconsumption.

W H O  W E  I N C L U D E :  
C O M PA N Y  S E L E C T I O N

In 2022, 120 companies covering 610 
brands were included in the scope of 
the EFR research. This consists of 93 
companies that were included in the 
2021 edition and 27 new companies.

Following selection criteria first 
introduced in 2020, the research seeks 
to include all companies that (1) own 
clothing or footwear brands operating 
in Australia or New Zealand; that (2) 
remain solvent; and (3) are estimated 
to have annual revenue in excess of 
AUD 50 million per annum (NZD 30 
million for New Zealand companies). 

As there is no publicly available list of 
companies that meet these criteria, they 
are identified based on prior inclusion 
in the EFR, information available 
from the Commonwealth Modern 
Slavery Register, desk-based research, 
and industry recommendations. 
As more companies meeting the 
criteria are identified, they are 
included in future research rounds. 

Footwear

The 2022 report broadens the 
scope of companies to include any 
footwear brands that meet the overall 
criteria. This accounts for 15 of the 
new companies. While two of these 
companies had been included in 
reports prior to 2019, the remaining 13 
are included for the first time this year. 

Smaller companies

Some smaller companies—especially 
those that have been founded with 
an intentional ethical focus—provide 
strong examples of what good 
practice can look like and are great 
incubators of innovative approaches 
to ensuring worker rights and 
environmental sustainability. They 
can play a crucial role in driving 
change— both as an alternative and 
an example to larger fashion brands. 

Their difference both in size and 
purpose means that their business 
models and ethical performance are 
not always directly comparable or 
translatable to larger mainstream 
companies. Along with the need 
to ensure a manageable cohort of 
companies for research, this informed 
the decision in 2020 to focus the EFR 
on companies that exceed a revenue 
threshold of AUD50 million (NZD30 
million for New Zealand companies). 
Smaller companies included in 
previous EFR editions have the 
option to continue participation in the 
research. However, the differences 
identified above mean this cohort 
continues to become smaller. 

H O W  W E  C O L L E C T  
A N D  A S S E S S  D ATA :  
R E S E A R C H  A N D  C O M PA N Y 
E N G A G E M E N T  P R O C E S S

EFR research data was collected 
through an engaged research process 
between February and July 2022. 
Companies were initially provided with 
the survey along with a comprehensive 
Survey Support Document (included 
in the appendices to this report) that 
outlines expected standards for each 
question. EFR researchers met with 
companies, as requested, to ensure 
the expectations and rationale of the 
Survey were clear. This process both 
enables the research and contributes to 
the overall goal of this initiative: to set 
an agenda for tangible improvement 
in how the fashion industry operates. 

Companies are required to submit 
their responses to each question, 
along with accompanying evidence, 
through an online research portal. 

The data for companies newly 
included in 2022 received at least two 
comprehensive preliminary reviews 
by a dedicated researcher, based on 
an initial search of publicly available 
information in February/March and 
on any draft submissions made by the 
company in April (or a second scan 
of public information where no direct 
submission has been made). These 
preliminary reviews and accompanying 
outstanding questions from researchers 
are provided to companies, to ensure 
they have opportunity to respond and/
or provide additional information. 
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A third full review then takes 
place based on the company’s 
final submission by the end of 
May. At that point, companies 
may be contacted for clarifying 
information if their responses 
remain unclear/inconclusive. A 
second researcher then conducts 
a full independent review of each 
company’s evidence to ensure 
accuracy and consistency, before 
their evidence is finalised and scored.

As the 2022 Survey is substantially 
unchanged from the previous year, 
companies assessed in 2021 were 
given the option of continuing to be 
assessed on the evidence provided 
last year or providing updated 
evidence for some or all survey 
questions. Where companies did 
make new or additional submissions, 
the questions for which new 
information was available were 
assessed following the same process 
described for new companies in 
the previous paragraphs. Where 
companies did not submit new or 
additional information for all or any 
individual question, the underlying 
score for those questions was 
carried over from the previous 
year—except for Question 17.1 which 
was reassessed as outlined earlier. 

In 2022, 27 companies were assessed 
for the first time using the full survey; 
61 companies provided updated or 
additional evidence to address some 
or all questions; and 32 companies’ 
scores were calculated based on 
data from the previous year. 

H OW S C O R ES  A R E  CA LC U L AT E D :  
A S S E S S M E N T  A N D  W E I G H T I N G

A Yes/Partial/No grading system is 
employed for most questions and 
applied with reference to evidence 
thresholds set out in a detailed Survey 
Support Document provided to all 
companies at the start of the research 
period. A small number of questions 
use a percentage figure to award credit 
(e.g., percentage of supply traced).

Each section is given an overall 
weighting, as outlined in the table below. 

POLICIES & GOVERNANCE 6%

TRACING & RISK 15%

SUPPLIER RELATIONSHIPS & 
HUMAN RIGHTS MONITORING 3 4%

WORKER EMPOWERMENT 25%

ENVIRONMENTAL 
SUSTAINABILIT Y 20%

Wherever relevant, the weightings  
for sections are further disaggregated 
to reflect measures taken at 
each supply chain stage.

Final stage production has the greatest 
weighting of any single stage of the 
supply chain, reflecting the reality that 
this is the stage where most fashion 
brands have direct relationships and the 
greatest leverage for change. However, 
given the increasing concentration of 
risk associated with raw materials and 
input production—both to human/
labour rights and to environmental 
sustainability—more than half of the 
overall weighting is assigned to these 
earlier stages of the supply chain. To 
retain simplicity and as a proxy for 
the wider supply chain, at input and 
raw material stages companies are 
only required to report on the fibre or 
process that has the greatest labour 
rights materiality (either because of 
the inherent risk associated with that 
fibre/process, or due to the volume 
of total supply chain it represents).

FINAL STAGE PRODUCTION 45% INPUT PRODUCTION 35% RAW MATERIALS 20%

T R A N S L AT I N G  R E S E A R C H 
I N T O  B R A N D  S C O R E S

The most significant change in the 
2022 EFR is the way the underlying 
research is translated into public 
information about the performance of 
individual companies and their brands. 

The underlying score for each company 
and their associated brands is now the 
central piece of information provided. 
The number represents a score 
out of 100 and reflects companies’ 
performance against the standard 
outlined in the EFR Survey. It provides 
greater transparency about the degree 

C E RT I F I C AT I O N S

Many of the companies 
included in the EFR use 
certification schemes to cover 
some parts of their supply 
chain for selected materials 
and/or processes. The EFR 
research process includes 
direct engagement with the 
most widely used of these 
certification schemes, namely 
Better Cotton, Fair Trade 
Australia New Zealand, Global 
Organic Textile Standard 
(GOTS), Ethical Clothing 
Australia (ECA), Cotton 
Australia, and Leather Working 
Group (LWG). In each case, 
the certifiers are invited to 
complete a survey response 
and submit evidence. Where 
a company can demonstrate 
that they are using one of these 
certifiers, credit for relevant 
questions is awarded based on 
the certifier survey evidence.
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of progress a company has made, and 
the extent to which it needs to work 
to improve its supply chain ethics. In 
doing so, it’s clear that all companies—
including those who perform relatively 
well—have some distance still to go. 

Alongside the numeric score, company 
information is now presented inside a 
coloured circle. The colour of the circle 
represents the company’s relative 
performance when considered against 
its peers. Companies are divided 
into quintiles with a royal blue circle 
representing a company that is in the 
top 20 per cent of all companies, a light 
orange circle representing a company 
that is in the bottom 20 per cent, and 
three shades showing those at steps in 
between, as shown below. The coloured 
shading reflects the approach of the 
previous A to F grading approach as it 
emphasises relative performance, but it 
is not directly comparable as it employs 
equal quintiles rather than the previous 
bell-curve distribution of grades.

W H Y  T H E  C H A N G E ?

Since the EFR was first published in 
2013, awareness and understanding 
of issues in fashion supply chains 
has increased significantly—both 
among fashion companies and in 
the wider community. The simple A 
to F grade used in previous reports 
reduced complex information to a 
form that could be easily accessed 
and has contributed to improved 
understanding. As engagement has 
grown, so too has the demand for 
more detailed information about 

how companies are performing, and 
what improvements they are making. 
This information has always been 
available in the data that underpins 
the EFR, but it hasn’t been readily 
accessible in what was published.

By publishing the actual score that 
each company (and its associated 
brands) receives in the EFR survey, 
it is possible for both companies and 
individuals to get a clearer picture of 
how they are currently performing 
against the standard of the EFR 
survey. It also means it is easier to 
track improvements, as incremental 
positive changes that a company 
makes will be directly reflected in 
their score rather than only seeing 
change when the improvements are 
significant enough to jump a whole 
grade level, as was previously the case.

Importantly, this change is also 
about ensuring a clear message for 
individuals that is less susceptible 
to being misinterpreted. Relative 
grading information is useful as it helps 
companies and citizens alike to quickly 
see how brands compare with each 
other. The colours in the new scoring 
system still make this comparison 
readily apparent. However, relative 
information alone can mean that a 
company with a ‘good grade’ might 
be perceived to have already arrived 
at a place of great ethical practice. By 
pairing the colour with each company’s 
underlying score the reality is more 
clearly demonstrated: every company 
has a long way to go, but some are 
making faster progress than others. 

A ’good score’ is not permission to stop 
thinking ethically and just go buy. It 
shows a company that is investing in 
making improvements and developing 
safeguards for the labour rights and 
environmental sustainability issues 
it faces in its supply chain—and 
being transparent about them. In 
this sense, it is a better option than a 
company with a lower score, but not 
necessarily a fully ethical purchase.

Through providing this greater level of 
transparency and showing performance 
against a standard, EFR 2022 provides 
both information as well as provocation 
to consider what needs to change 
to make the fashion industry work 
for its workers and for the planet. 

P R O V I D I N G  I N F O R M AT I O N  O N 
C O M PA N I E S ’  P E R F O R M A N C E 
O N  K E Y  Q U E S T I O N S  A N D 
S E C T I O N S 

As well as an overall result for 
companies, the EFR has historically 
published a breakdown of companies’ 
performance in each of the five key 
sections of the survey. This information 
can still be found in this report, and 
like the overall result these are now 
numeric scores rather than grades. 
They continue to represent the 
aggregated score that the company 
received for the various questions 
that sit within that section. 

On the Brand Finder website, a 
different approach has been taken. 
When considered outside the context 
of the full report, the aggregated 

section information was not always 
easy to understand. What does a 
company’s ‘Worker Empowerment’ 
result mean for example? Without 
context, it was difficult to understand 
that this covered whether companies 
are paying living wages; whether they 
are supporting worker-led initiatives to 
ensure workers understand their rights; 
whether they are supporting freedom 
of association in their supply chain, 
and whether they have mechanisms 
in place to ensure that grievances 
and concerns experienced by workers 
can be identified and addressed. 

While the aggregate section results 
are here in this report, the web-based 
Brand Finder now highlights six 
Spotlight Issues. While not necessarily 
more important than other questions, 
they represent key areas of concern 
for the general community. The ratings 
provided for each are derived from 
the assessments that have been 
made of each company’s response 
to the relevant question/s. Each of 
the six indicators have been explored 
in more detail in the earlier sections 
of this report, along with their inter-
dependency with other areas of the 
survey. The questions drawn on, 
and the calculations behind these 
ratings, are detailed in the relevant 
sections throughout this report.

P U B L I C  I N F O R M AT I O N  O R 
D I R E C T  D I S C LO S U R E ?

Some companies’ scores are followed 
by an asterisk (*). This means they 
have been assessed based on ‘Public 
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Information Only’. This simply denotes 
the source of evidence for the company 
and does not in itself reflect their level 
of engagement. Some companies have 
highly developed ethical sourcing 
programs and maintain high levels of 
interaction with the research team but 
have chosen to only provide evidence 
through their public transparency 
initiatives. All evidence—whether 
disclosed publicly or provided directly 
to the EFR research team—is assessed 
using the same validation criteria.

Public transparency is important 
and the standard toward which we 
encourage all companies to work. 
Some companies assessed based 
on public information only may have 
additional measures in place, however 
their score remains an accurate 
reflection of their current transparency. 
The transparency is critical as the 
basis for informed citizen decisions 
and to enable accountability. 

COMPANIES ASSESSED ON 
PUBLIC INFORMATION ONLY

35%

COMPANIES ASSESSED 
ON EVIDENCE SUBMIT TED 
DIRECTLY IN ADDITION TO 
PUBLIC INFORMATION

65%


